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The British government is vio- 
lently opposed to allowing its citi- 
zens to listen to American com- 
mercial broadcasts from other 
countries. Required listening to 
the BBC exclusively has not yet 
been classified as cruel and un-| 
usual punishment. 

. = | 

The United Hatters, Cap and 
Millinery Workers’ International 
Union will spend $250,000 to con- 
vince consumers of the advantages 
of purchasing hats and caps made 
by union craftsmen. 

Why not first convince them 
that they should purchase hats 
and caps? 

=~ FF F 

Large picture windows are) 
wanted by more than half the 
prospective home builders sur- 
veyed by Better Homes & Gar- 
dens, but if junior plays baseball, 
the idea can be classified only as 
hazardous. 
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Motorists planning vacations are 
making sure that their tires are 
still okay and that the oil compa- 
nies are again distributing free 
road maps. 

7, = FF 

The National Association of 
Sales Executives has a feeling) 
that salesmen’s unions may be in 
the offing. If they are, call reports 
and other paper work will un- 
doubtedly be included in portal- 
to-portal compensation arrange- 
ments. 


ie 

New Departure showed a left- 
handed shortstop in a recent ad, 
and its agency proved that there 
have been such in the big leagues. 
It’s 16 to 1, though, that none of 
them has been on a major league 
payroll since 1896. 


a 
Gladys the beautiful reception- 
ist says she sees that Station WMT 
conducted a clean plowing con- 
test out in Iowa, and she always 
thought farmers had to get their 
hands dirty. 


+ = 

Insecticides competing for pub- 
lic favor now include such pho- 
netically similar names as Airosol, 
Aer-A-Sol and Aerosol, and it’s a 
cinch they won’t be considered 
suitable candidates for radio ad- 
vertising. 


, 9% 
According to “The Hucksters,” 
all successful advertising men have 
numerous lovely ladies at their | 


beck and call. Maybe that’s why | 


there has been such an influx of| pany; Henry Brenner, Standard | 
new talent into the business lately.| Brands; C. A. Pooler, Benton &| 


| 


v v 
Natural rubber golf balls are 
being advertised again by Wilson | 
Sporting Goods Company, and | 
many a golfer-is going to be sur-| 
prised to find that his 1946 golf) 
score is no better than those of | 
1942-1945, inclusive. | 

+. = 
Chester Bowles is planning to) 
run for United States Senator | 
from Connecticut. After all the) 
trouble he’s had getting Congress | 
to provide appropriations for OPA, | 
he’s probably decided it’s more} 
blessed to give than to receive. 


v v v 

“See the Kaiser or Fraser be- 
fore you buy. We'd like to see 
one ourselves some day.” 

Don’t worry—this copy wasn’t 
paid for by Messrs. Frazer or 
Kaiser, but was run free in the 
“Bawl: Street Journal.” 


Copy Cus. 


RHYTHM—This is one of the full-page 
magazine ads scheduled by Underwood 
Corp., New York, for its new type- 
writer with the "rhythm touch." Mar- 
schalk & Pratt is the agency. 


12 Researchers 
fo Aid CAB Hunt 
for ‘Ideal’ Ratings 


New York, May 31.—Coopera- 
tive Analysis of Broadcasting, still 


| pursuing the “ideal” radio rating 


service specified by the Elder- 
Kobak-Brophy committee 
April 8), will announce Monday 
that 12 research experts associated 
with leading advertising agencies 
and companies have agreed to 
serve on a technical committee 
which will work “to improve radio 
program audience measurements.” 

The committee, it was stated, 
will examine techniques used in 
audience measurement, will seek 
to define technical specifications 
for the service wanted and needed 
by the industry, and will work 
out plans for research operations 
which will provide the desired 
service. Work of the committee, 
said Bernard C. Duffy, chairman 
of CAB’s board of governors, will 
be “an important step toward im- 
proving the entire field of radio 
program research.” 


Others to Be Added 


Researchers who have accepted 
invitations to assist in the study 


include George H. Gallup, Young | 


& Rubicam; Edward Battey Jr., 
Compton Advertising; Marion 
Harper Jr., McCann - Erickson; 
Lawrence Deckinger, Biow Com- 


Bowles; D. P. Smelser, Procter & 
Gamble; Gerald W. Tasker, New- 
ell-Emmett Company; Gordon 
Scowcroft, Lever Brothers; Law- 
rence Lockley, E. I. duPont de 
(Continued on Page 77) 


Arnold invites 


trouble. See “In Wash- 
ington,” Page 28. Other 
features: 


Ad-libbing ....... 


Admen Coming Bac .. & 
Coming Conventions . 47 
Editorials oa 
Feature Page eater 0a 
Getting Personal........... — 
Information for Advertisers <n 
er reer rer. 
Photographic Review .... ae 
tees eee 1 
Voice of the Advertiser............. 60 


Luckman fo Head 
Lever as Countway 


Retires on July 1 


Cambridge, Mass., May 31.— 
Charles Luckman, president of the 
Pepsodent division and executive 
vice-president of Lever Brothers 
Company, will pass a milestone 
in a meteoric career in salesman- 
ship, merchandising and adver- 
tising when, at the age of 37, he 
steps into one of the highest paid 
executive positions in the world 
to become president of the com- 
pany on July 1. 

Mr. Luckman, as forecast in 
AA, Dec. 10, 1945, will succeed 
Francis A. Countway, himself one 


of the most fabulous figures in| CHECKING—Elon G. Borton, left, of 
merchandising and advertising New York, president of the AFA, looks 
who is retiring at 69 after 48 over the convention program with Joe 


M. Dawson, of Geyer, Cornell & Newell, 
New York, retiring AFA board chair- 
man, who continues as a director. 


‘Love Dat Book’ 
Spots to Hypo 


years with the company, includ- 
ing 33 years as its head. 

The change will place Mr. 
!Luckman in charge of the na- 
tion’s third largest advertiser with 
an expenditure of more than $15,- 
000,000 in magazines, newspapers 
and network radio in 1945. “I 
do not accept this as an honor,” 


‘Hucksters’ Sale 


| Mr. Luckman said in speaking to 


(AA, | 


(AA today of his appointment, ‘“‘but 
|rather as a very deep responsi- 
| bility.” 

Lever Brothers, which spent 
$7,274,603 in network radio last 
year, has been effecting advertis- 
ing cuts which resulted in the 
cancellation of two network shows 
and renewed rumors of advertis- 
ing policy changes, but Mr. Luck- 


New York, May 29.—The very 
kind of radio commercialism 
which Frederick Wakeman pans 
to high heaven in his new book, 
“The Hucksters,” will be used to 
plug the book on two New York 
stations, WMCA and WHQN, start- 
ing June 3, when the publisher, 
Rinehart & Co., begins a_ two- 
week, twice-daily singing com- 


12 


man last week reaffirmed to AA 
(Continued on Page 74) 


mercial campaign through Frank- 
(Continued on Page 77) 


Last Minute News Flashes 
‘Family Circle’ to Become 5-Cent Monthly 


New York, May 31.—Family Circle, circulated free through Safe- 
way Stores each week, next September will become a five-cent 
monthly for sale through Safeway. It will have a new format and 
many more pages. Present rates will continue through December. 


Maxson Foods Names Lennen & Mitchell 

New York, May 31.—Maxson Foods System has appointed Lennen 
& Mitchell to handle advertising of its precooked frozen foods. The 
company has been testing various precooked products and will soon 
go into the consumer market with complete frozen meals which it 
pioneered for the Naval Air Transport Service and which are now 
used on commercial airlines. Maxson has earmarked $250,000 for 
advertising and sales promotion. 


Lady Esther Offers ‘Beauty Dividend’ 

Chicago, May 31.—Lady Esther Ltd., through the Biow Company, 
New York, will use 680-line insertions in 73 newspapers in 34 cities 
and the CBS “Screen Guild” program to promote a 30th anniver- 
sary “Beauty Dividend,’ which offers for 98 cents a ‘“4-Purpose” 
/face cream and bridal pink face powder combination, usually re- 
| tailed at $1.93. 

‘Mars, Inc., Seeks New ‘Curtain Time’ Spot 

| Chicago, May 31.—Mars, Inc., candy manufacturer, will move 
| its “Curtain Time” program (Thursdays, 10-10:30 p.m.) off the 
| ABC network following the June 27 broadcast and is seeking the 
| 7:30 p. m. Saturday slot on NBC. Grant Advertising is the agency. 


Commercial Solvents Names F&S&R 

New York, May 31.—Commercial Solvents Corporation, maker of 
anti-freeze and cooling system chemicals, solvents and vitamin sup- 
| plements for poultry and livestock, has appointed Fuller & Smith & 
Ross, Cleveland and New York, to handle its advertising. 


Hollis Tests Lighter in Magazines, Business Papers 

New York, May 31.—Hollis Company, Newark, is beginning a 
test campaign for its new automatic lighter, with ads to appear in 
Collier’s, National Geographic Magazine and New York Times Maga- 
zine, as well as Jewelers’ Circular-Keystone and National Jeweler. 
Direct selling copy offers a money back guarantee on the $6 lighter. 
A. W. Lewin Company is the agency. 


(Additional News Flashes on Page 8) 


AFA Adopts Plan to Sell 
Advertising to Public 


All Media Enlisted 
in Drive to Promote 


U. S. Job Security 


(Other reports on AFA conven- 
tion sessions and pictures of mem- 
bers and guests appear on Pages 
4, 6, 8, 10, 16, 49, 73, 75 and 79.) 


Milwaukee, May 28.—A plan to 
sell advertising to the public in 
such a way as effectively to com- 
bat forces which are seeking to 
restrict or reduce advertising ef- 
fort was approved by the Adver- 
tising Federation of America at 
its session today, following presen- 
tation of the idea and a program 
for its execution by Ralph Smith, 
executive vice-president of Duane 
Jones Company, New York agency, 
who is chairman of a_ special 
committee which developed the 
plan. 

Starting with the thesis that 
there are those in America whe 
would restrict the use of adver- 
tising, and that in spite of its 
fine war record, advertising may 
still have to fight to continue un- 
hampered, Mr. Smith proposed on 
behalf of the committee a pro- 
gram to advertise the merits of 
advertising. He said that instead 
of being on the defensive and 
answering opponents’ arguments, 
the campaign should sell adver- 
tising by developing and promot- 
ing its most attractive and ap- 
pealing features. 


Emphasizes Job Security 


This, he said, is the idea of job 
security, and for that reason the 


campaign proposed will assert re- 


‘Liberty’ Drops 
LaGuardia Talks 


New York, May 29.—Paul Hun- 
ter, publisher of Liberty, disclosed 
today that the magazine will can- 
cel its sponsorship of Fiorello H. 
LaGuardia’s weekly 15-minute 
commentary on ABC effective 
after the Sunday night, June 2, 
broadcast. 

Mr. Hunter was quoted as say- 
ing the program “wasn’t what we 
expected and we felt that public 
interest was waning.” 

ABC announced that Mr. La- 
Guardia’s talks, at 9:30 p.m., EDT, 
will be continued on a sustaining 
basis “for an indefinite period.” 

Nathan W. Bandler, head of 
June Dairy Products Company, 
which sponsors the former New 
York mayor’s 15-minute period 
Sunday noons over WJZ, com- 
mented that his company is “fully 
satisfied” with Mr. LaGuardia’s 
program and “intends to carry out 
its four-year contract” with him. 
(Earlier story on Mr. LaGuardia’s 
chiding of the New York Times 
and National Association of Manu- 
facturers appears on Page 38.) 

Liberty has purchased a time 
period on Monday from 10-10:15 
p.m., EDT, starting June 3, for a 
new program featuring Edward 
Maher, editor of Liberty, in a 
news commentary. This new pro- 
gram is scheduled for broadcast 
for the next five weeks, or a final 
broadcast July 1, when Liberty’s 
contract with ABC expires. 
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peatedly: ‘Advertising, by selling 
more goods to more people, makes 
more jobs for everyone, and thus 
makes your job more _ secure.” 
Typical advertisements in a cam- 
paign developing this theme were 
shown, along with radio transcrip- 
tions one minute and 15 seconds 
in length, designed to be broad- 
cast following radio commercials. 

People do not really understand 
the service performed by adver- 
tising, and the right to advertise 
is being seriously challenged, Mr. 
Smith asserted. One of the great 
postwar jobs advertising can do 
now is to keep America informed 
of the value of advertising. He 
urged that the program be adopted 
for execution by the member clubs 
of the AFA, with the parent or- 
ganization developing and prepar- 
ing advertisements and _ radio 
transcriptions, and the clubs put- 
ting the idea into effect in their 
own communities. 


Seeks Aid of All 


Mr. Smith called on all adver- 
tising media, including news- 
papers, magazines, radio, outdoor, 


car cards, etc., to assist in dis- 
seminating the material to be de- 
veloped as part of the campaign, 
and urged advertisers to use tag 
lines on their advertisements and 
commercials, store stickers and 
displays, package inserts, envelope 
stuffers, etc., to popularize the 
concept that advertising is the 
greatest possible aid in building 
job security and providing em- 
ployment insurance. 

The committee which worked 
with Mr. Smith in the cevelop- 
ment of the campaign plan in- 
cludes Helen Cornelius, Helen 
Cornelius, Inc., New York; Rob- 
ert Gibson, advertising manager, 
plastics division, General Electric 
Company, Pittsfield, Mass.; Wes- 
ton Hill, Hill Advertising Com- 
pany, New York; Art Stein, 
Newsweek, New York, and Eugene 
Thomas, WOR, New York. 

Following enthusiastic approval 
of the plan by AFA delegates to 
whom it was submitted in an 
easel presentation which indicated 
the careful planning and detailed 
workmanship involved in the de- 
velopment of the idea, President 


Elon Borton said that the AFA 
would immediately undertake the 
implementation of the program 
and the financing of all necessary 
costs in connection with the prep- 
aration of material for distribu- 
tion to member advertising clubs, 
media and advertisers. 


No AFA-Council Rift 


In his annual report at the same 
{session, Mr. Borton described the 
growth of the AFA during the 
past year, including the addition 
of seven clubs to the membership. 
He emphasized the close coopera- 
tion which is being maintained 
with the Advertising Council, and 
said that the clubs affiliated with 
AFA will promote the council’s 
objectives at the local level. In 
connection with the assurance of 
Mr. Repplier, council head, earlier 
in the day that it has no intention 
of competing with the AFA or the 
advertising clubs, and will main- 
tain offices only in Hollywood and 
Chicago for the purpose of radio 
contact work, the statement effec- 
tually disposed of rumors of a 


possible rift between the two or- 


ganizations. 

Mr. Borton emphasized the need 
for continuing educational work 
on the economic and social values 
of advertising, and said that the 
AFA plans to revive the idea of 
a contest among high school and 
college students, carried on suc- 
cessfully for several years by Ap- 
VERTISING AGgE, for the purpose of 
stimulating discussion of the prac- 
tical, every-day values which are 
received by consumers as the re- 
sult of advertising. The contest 
will be conducted by the local 
clubs, with winners in each local- 
ity assembled for judging on a 
national basis. 

The AFA head also emphasized 
the importance of the vocational 
guidance work for veterans now 
being carried on by many local 
advertising clubs in cooperation 
with AFA. 


Preyer Named Chairman 


Allan T. Preyer, chairman of 
the board of Morse International, 
Inc., New York, was chosen board 
chairman of the AFA to succeed 
Joe M. Dawson, Geyer, Cornell & 


Seven hundred million dollars 


is no shoestring 


@ Not by a long sight, it isn't. In fact it's quite a 


sizeable sum in any man's language. 


But that's even a conservative estimate of the amount 


Advertising Age, June 3, 1946 


ACHIEVEMENT—Robert L. Lund, Lam- 
bert Pharmacal Co., gets a light from 
Charley Slack, 16-year-old Junior 
Achievement leader, at the AFA con- 
vention banquet in Milwaukee. 


Newell, New York, who was re- 
elected a member of the board. 
Robert S. Peare, General Electric 
Company, Schenectady, was re- 
elected treasurer and Mrs. Bj 
Kidd, N. Y. Ayer & Son, Phila- 
delphia, was chosen secretary. 
Charles E. Murphy, New York, was 
reelected general counsel. 

Directors reelected, besides Mr. 
Dawson, were Paul Garrett, Gen- 
eral Motors Corporation, New 
York, and John H. Platt, Kraft 
Foods Company, Chicago, while 
_the following were also named as 
directors: George S. McMillan, 
| Bristol-Myers Company, New 
|York; Fairfax M. Cone, Foote, 
|Cone & Belding, Chicago; Graham 
|Patterson, Farm Journal, Phila- 
delphia; Robert Copeland, past 
}president of the Detroit Adcraft 
'Club; Charles Allen, Connecticut 
Light & Power Company, Water- 
bury, and Palmer Hoyt, publisher 
of the Denver Post. 

Vice-presidents of the associa- 
tion are Lewis D. Young, Indian- 
apolis Times, chosen chairman of 
the Council on Men’s Advertising 
Clubs; J. Rex Huguley, Oklahoma 
Paper Company, Oklahoma City, 
Okla., and Karl T. Finn, Cincin- 
nati Times-Star, chosen  vice- 
chairmen of the council; and Mrs. 
Prudence Allured, Manufacturing 
Confectioner, Chicago, reelected 
‘chairman of the Council on 
| Women’s Advertising Clubs. 


Holliss Named Active 
President of ‘News’ 


Roy C. Holliss, general manager, 
second vice-president and assist- 
|}ant treasurer of the New York 
News since 1932, has been ap- 
pointed acting president by direc- 
tors of the News Syndicate Com- 
pany. Before joining the News in 
1920, he was eastern advertising 
representative of the Chicago 
Tribune, which he joined in 1908. 

In his new capacity, Mr. Holliss 
will direct a paper which rose 
from a 57,000 circulation in 1919 
to attain the nation’s largest cir- 
culation, with more than 2,250,000 
readers daily, 4,500,000 Sunday. 


If you'd like to know about “Latin America's Expanding 
Construction and Industrial Programs,’ we have prepared 


now being spent in Latin America's expanding construc- 


———— 


a Paper is scarce and valuable 
... avoid hoarding and waste. 


Canned 
PH 


Coalld Wee 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 
Specialists in Coated Papers since 1888 


tion and industrial programs. , 
a booklet by that name—and you can get a copy just by 


—, 


asking for it. 
They're building and expanding almost everywhere in 


Latin America. Railroads, dams, roads, bridges, houses, Our publications have been serving the Latin American 


industries—Brazil, Argentina, Mexico—every country. construction and industrial fields for the past 25 years. 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 
330 West 42nd Street, New York 18, N. Y. 

New York ®@ Philadelphia © Boston @ Cleveland @ Chicago ® Detroit 

San Francisco ® Los Angeles ® Atlanta ® Washington ® Buenos Aires ® Mexico City 
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We ARE 


COOPERATING 


DEMAND SAFETY FROM 
WATER POLLUTION IN YOUR 
GyABER PLUMBING INSTALLATION 


geo TO FIGHT “INFANTILE PARALYSIS 


» DOMESTIC ENCINEERING .. CHICAGO 


ROWING evidence points to a definite relation- 
ship between outbreaks of infantile paralysis and insanitary 
plumbing conditions. DOMESTIC ENGINEERING in its con- 
tinuing efforts to promote highest possible standards of sanita- 
tion and health throughout the country, several years ago 
launched an aggressive editorial program and nation-wide cam- 
paign to study this relationship. One phase of this effort is 
indicated by the emblem at the upper left. DOMESTIC 
ENGINEERING readers from coast-to-coast . . 
panies directly concerned with and responsible for the protec- 
tion of the health of the American public... display this 


. men and com- 


insignia as active and positive evidence of their efforts in the 
direction of stamping out suspected causes of polio in their 
respective communities. 


Typical of the many editorial programs which have long 
established DOMESTIC ENGINEERING as its industry’s most 
progressive, forward-looking service organization, the famous 
“FIGHT POLIO” campaign has made a great and broadly rec- 
ognized contribution to the good health and well-being of the 
nation. 


Here is a vital project on which DOMESTIC ENGINEER- 


... What this 
DOMESTIC ENGINEERING 
Editorial Program 


Means to YOU! 


ING’S editors have devoted much energy for the past several years, working tirelessly 
in collaboration with many health authorities. Here is a project on which an entire 
industry has been cooperating and on which the achievements have been of direct 
benefit to millions of Americans. 


The “FIGHT POLIO” campaign is one of many programs... such as the “Cease 
Firing” Campaign, the “One Inch Sure” Campaign, the “Fuel Conservation” Cam- 
paign and others, developed and sponsored by DOMESTIC ENGINEERING during 
its fifty-six years of leadership . . . campaigns which have thus benefited the Plumb- 
ing, Heating and Air Conditioning Industry and the nation as a whole. 


As DOMESTIC ENGINEERING is superior in its editorial leadership so is 
DOMESTIC ENGINEERING superior as an advertising medium for manufacturers 
with products and equipment applicable to the plumbing, heating and air condition- 
ing field. The same overall leadership which has established DOMESTIC ENGI- 
NEERING’S outstanding service to its Industry and the American public is avail- 


able to manufacturers with messages for the Domestic Engineering Industry. 


5 Times 
a Winner 


1939, 1942, 1943, 1944 and now 
1945! Five times DOMESTIC 
ENGINEERING has won top 
awards for outstanding editorial 
achievement in competition with 
400 of the nation’s leading business 
publications. 
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Nejelski Tosses 
Some Tough Ones 
at Ad Business 


Questions ‘Monopoly,’ 
Commission System, 
Cultural Values 


Milwaukee, May 29.—Asserting 
that advertising is in no position 
to assume that it will continue 
growing and prospering, and that 
“it is time for advertising to under- 
take an astringent, critical self- 
analysis,” Leo Nejelski, manage- 
ment counsel, took the advertising 
business apart for the Advertising 
Federation of America here today. 

Before he got through, he had 
tossed out a series of provocative 
thoughts embracing discussions of 
the “monopoly” aspects of adver- 


tising, the faults of the agency 
commission system, the necessity 
for developing new cultural hori- 
zons, and such things as the emo- 
tional impact of advertising from 
the standpoint of the ultimate good 
of the public. 

Developing as his main thesis 
the fact that too little is known 
about most of these aspects of 
advertising, Mr. Nejelski started 
right in by asserting that there 
is too great a tendency for adver- 
tising to become the exclusive 
prerogative of “a smaller and 
smaller number of very wealthy 
companies,” and declared that ad- 
vertising must make every effort 
to help small businesses become 
bigger and more successful. 


Attacks Commission System 


“As more and more of the 
available advertising time and 
space is devoted to the business 
interests of fewer and fewer or- 
ganizations,” he said, “the num- 
ber of Americans with a definite 
stake in the sponsorship of adver- 
tising decreases. This trend is 


part of a larger danger of in- 
creasing monopoly which threatens 
the free working of all competi- 
tion in the United States.” 

As for agency commissions, he 
said: “I believe that one of the 
factors which tends to interfere 
with advertising’s economic effec- 
tiveness is the system of dis- 
counts based on the space and time 
actually used. One consequence 
of this arrangement is that the 
agency has a constant temptation 
to extend quantity at the expense 
of quality ... and a shift in at- 
tention from quantity to quality 
would enable agencies, I believe, 
to do a more effective job.” 

As for the content and appear- 
ance of advertising itself, Mr. 
Nejelski said that too little is 
known, and that too little effort 
has been made to broaden the 
cultural horizons of advertising. 

“It may be,” he said, “that the 
screaming -meemie type of ad 
which is defended as an attention- 
getter is actually less desirable 
economically than it seems. A 


less hysterical, more tasteful ad 
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BEAUTY AND BRAINS—Winners of the 1946 Josephine Snapp award for out- 
standing advertising achievement snapped at a cocktail party in their honor 
at the AFA convention in Milwaukee last week. Holding the trophy is Mrs. Bj 
Kidd, N. W. Ayer & Son, Philadelphia, trophy winner. The others, who won 
honorable mention, are, left to right: Annia K. Hart, Sears, Roebuck & Co., 
Chicago; Margaret Egan, Marshall Field & Co., Chicago; Marie Margaret 
Winthrop, Tech ADagency, Detroit, and Edythe Fern Melrose, WXYZ, Detroit. 
(Milwaukee Sentinel photo.) (Story on Page 75.) 


may have less immediate but 
more long-run dollars and cents 


On the emotional side, Mr. Ne- 
jelski asserted that while adver- 


value to advertisers.” tising has undoubtedly contributed 


Restaurants Are BIG Business 
Yes - to the Tune of 4: Billion 


« 


ANNUAL RESTAURANT EXPOSITION BROKE RECORDS 


New attendance highs were set. 
to Chicago the week of March 25th in droves. 
They need everything. And if their sales continue to gain, they will be on a buying spree indefinitely. 
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AN AHRENS PUBLICATION 


Largest A.B.C, circulation in its history 


New sales records were made by exhibitor manufacturers. 
They came with fat check books. 


pare Sees Se See 


HIS MARKET has arrived. It’s big. It’s important. To 
reach it with effectiveness—and without waste—use a 


restaurant publication. Use a 


which is edited solely for restaurant executives—a publi- 
cation which is solely interested in helping restaurant 


proprietors with their problems. 
to influence restaurant buyers. 


RESTAURANT MANAGEMENT 
More restaurant executives read RESTAURANT MAN- 
AGEMENT than any magazine published. They pay $3.00 
per year for it. How to increase profits—more efficient 
ideas in restaurant operation—new money making meth- 
ods—restaurant employee training—more efficient kitchen 
This is the information restaurant executives 
want month after month in their restaurant magazine. 
And it’s exactly what RESTAURANT MANAGEMENT 


layouts. 


brings them month after month. 


An actively cooperating Editorial Advisory Staff com- 
posed of leaders in the industry—a large group of edi- 


torial correspondents to whom 


service department headed by an experienced restaurant 
man—insure editorial contents geared exclusively to the 


restaurant operators’ demands. 


That’s why more restaurant executives put $3.00 on the 


barrel head for it than for any 


that’s why they regularly read it, depend on it, and are | 
influenced by it. Use a restaurant publication to reach the 


restaurant market. 


RESTAURANT MANAGEMENT ° 
HOTEL WORLD-REVIEW ° 


New York: 71 Vanderbilt Avenue — 


Restaurant men came 
They came to look, learn and buy. 


Chicago: 333 No. Michigan Avenue 


greatly to cleanliness and other 
worthy ends, it may also be in- 
creasing the nervous tension of 
the public “by fencing in the in- 
dividual with manifold taboos 
about threats to his popularity, his 
well-being, his income and his 
prestige.” 

Many questions of serious im- 
port arise in connection with 
“policy” advertising, also, he said. 
“How much identification on a 
policy ad should be required to 
put the reader on notice that this 
represents the point of view of 
some person, company, group or 
other private agency? How safe 
is it to turn this channel of in- 
formation over to whoever can 
pay for it for the presentation of 
his private opinion? 


Require a Balance? 


“It may be that one way out 
is to require a balance in discus- 
sion in paid space and time. It 
has been suggested by one serious 
specialist that anyone wishing to 
express one point of view and 
willing to pay for it, ought also 
to be required to pay for an equal 
amount of space and time for the 
use of the dissenter.” 

All of these areas of advertising 
influence, in addition to the areas 
of purely product selling, require 
serious thought and _ discussion 
and the collection of valid data, 
if advertising is to achieve a 
sound and healthy future, Mr. 
Nejelski asserted. 


Stetson Hats Appoints 


David H. Harshaw and Joseph 
A. McKeone Jr. have been ap- 
pointed executive vice-president 
and vice-president in charge of 
sales and advertising, respectively, 
of Stetson Hats, Inc., subsidiary of 
John B. Stetson Company, Phila- 
delphia. Mr. Harshaw is vice- 
president and treasurer and Mr. 
McKeone is director of advertising 
and sales promotion of the parent 
company. 


restaurant publication 


Use a restaurant paper 


‘Denver Post’ Takes 
Its First Air Time 


The Denver Post has begun radio 
advertising for the first time with 
a 13-week Sunday night series of 
transcribed shows, ‘Washington 
Views and Interviews,” over KOA, 
NBC-owned outlet in Denver. 


top prices are paid—a 


DECALCOMANIA 
TRANSPARENCIES 


@ NATIONAL INSTALLATION 
SERVICE 

@ COAST TO COAST 

@ NO SUBCONTRACTING 

@ GUARANTEED SERVICE 


oo. kee 


other publication. And 


HOTEL MANAGEMENT 
TRAVEL AMERICA 


Representatives: Blanchard-Nichols-Osborn, 805 C & S§ National Bank Build- 
ing, Atlanta 3, Ga.; Blanchard-Nichols, Russ Building, Suite 2020, San Fran- 


2203 Fairmount Ave., Philadelphia 30, Pa 
cisco 4, Calif.; Blanchard-Nichols, 448 South Hill St., Los Angeles 13, Calif. ; 


AHRENS PUBLICATIONS 
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Never Underestimate the Power of a Woman! 


nN 
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Nor the power of the magazine that 
attracts more women than 


any other magazine in the world. 
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Public Service 


Ads to Continue, 
AFA \s Assured 


‘Sell America’ and 
Promote World Peace, 
Murphy Urges 


Milwaukee, May 29. — Even 
though straight selling is becom- 
ing increasingly important, it is 
obvious that organized advertising 
will not turn its back on public 
service themes. 

A call for advertising to extend 
its public service features and to 
work for both prosperity and 
peace was voiced by half a dozen 
speakers at the annual convention 
of the Advertising Federation of 
America which closed here today. 

Charles E. Murphy, general 


counsel of the AFA, sounded the 
keynote at the opening session 
Monday. Declaring that advertis- 
ing is an instrument of happiness, 
Mr. Murphy called on the indus- 
|try to use this instrument for two 
broad purposes: 

1. To “devoutly dedicate our- 
selves to selling America to Amer- 
icans. . . . To foster and promote 
a love and devotion for our tradi- 
tional American institutions, to 
stimulate a keener realization and 
appreciation by our fellow Ameri- 
cans of our priceless heritage of 
freedom of religion, freedom of 
expression and freedom of enter- 
prise.” 

2. To explore every possibility 
of using the techniques of adver- 
tising to tell the world where 
America stands, and thus to pro- 
mote the cause of world peace. 


‘Refreshing Relief’ 


“Advertising containing simple 
and truthful statements of Ameri- 
can principles regarding world 
peace, signed by the United States 


government, might come as a 


refreshing, convincing relief to a 
world confused and weary of 
propaganda, counter - propaganda 
and subtle indirections labeled as 
other things,’ Mr. Murphy said. 
“The expenditure of relatively 
small sums for advertising in for- 
eign lands each year would be a 
mere pittance if we could thereby 
have other peoples know of our 
unselfish hopes, fortify a hard won 
peace or save the life of one 
American boy. We of advertising 
are ready to render all our aid to 
any such undertaking.” 

Almost the same thought was 
expressed at yesterday’s general 
session by Adelaide M. Enright, 
president, Old Fashioned Millers, 
St. Paul. “You are identified with 
the profession which, more than 
any other, has the power to pro- 
mote stability and peace at home 
and abroad,” she told the meeting. 

Declaring that the job of selling 
more and more goods and services 
will require much skill and energy, 
Miss Enright nevertheless insisted 
that the most phenomenal success 
which advertising may achieve in 


JOHN P. PARKER 


Former Navy man looks for a job in Philadelphia and 


finds it—thanks to the Veterans Service Bureau operated 


by The Evening Bulletin. 


John P. Parker, after 16 months in the Pacific serving on a Destroyer 
Escort, came out of the Navy and landed a job in Ohio. There was just 
one thing wrong. His wife, a Philadelphia girl, was not happy in Ohio. 


So Parker, a draftsman, came to Philadelphia and called at the Veterans 
Service Bureau operated by The Evening Bulletin. Through this office 
he was placed with the Carrier Corporation, where he is now working 
and very pleased with his job. And Mrs. Parker, of course, is delighted 
to be back in Philadelphia. 


Here’s a typical example of the way The Bulletin is lending a hand to 
returning veterans... helping them to find jobs . . . helping them to take 
advantage of all the benefits to which their war service entitles them. 


Operation of the Veterans Service Bureau is only one of the many 


activities which show how closely The Bulletin lives with the people of 


Philadelphia. These extra services help explain why The Bulletin is the 


favorite newspaper of Philadelphians . 


content. . 


* * 


why they trust its editorial 


. use its advertising columns as their reliable shopping guide. 


* 


The Evening Bulletin has a circulation exceeding 600,000, the largest evening 
circulation in America. It is read by four out of five Philadelphia families. 


IN 


PHILADELPHIA — NEARLY 


EVERYBODY READS THE 


BULLETIN 


Milwaukee 

Journal photographer caught this in- 

teresting shot of Charles E. Murphy, 

AFA general counsel, in conversation 

with Secretary of Labor Lewis Schwel- 

lenbach. Both spoke at the AFA open- 
ing session. 


AT AFA MEETING—The 


this direction “will be as nothing 
unless we can develop political or- 
ganizations which will enable us 
to live harmoniously with our- 
selves and with the other peoples 
of the world.” 


Leadership Demanded 


“Here,” she said, “is an assign- 
ment worthy of your highest 
talents. The world in its agony is 
crying for guidance, for leadership. 
You have supplied leadership in 
the fields of industry and com- 
merce, and it lies in your power 
to provide it in the field of human 
relations. 

“Summon to this task your great 
skills, your vision, the irresistible 
power of persuasion you use so ef- 
fectively. With inspired words and 
warm and pulsating phrases set 
fire to the thoughts of your fellow- 
men and impel them to reach the 
heights of understanding. Your 
product is freedom and peace— 
your market. is the world—your 
client is humanity.” 

Fittingly, Miss Enright’s talk 
was followed by that of Theodore 
S. Repplier, president of the 
Advertising Council, who re- 
counted how that organization, 
through its public service con- 
tributions throughout the war and 
since, has raised the stature of 
advertising in the political and 
public eye. Through giving public 
service, he emphasized, advertis- 
ing has made the remarkable dis- 
covery that it has also helped 
itself. 


Plans No Local Chapters 


Praising AFA member clubs for 
the splendid job of coordination 
and implementation which they 
have done on public service cam- 
paigns at the local level, Mr. 
Repplier set at rest any fears that 
the ad council planned a duplicate 
organization by saying: 

“If anybody has an idea that the 
council has ambitions to establish 
local chapters throughout the na- 
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tion, please forget it. We must have 
Chicago and Hollywood offices 
because national radio shows origi- 
nate there. Naturally, we would 
like to see council campaigns im- 
plemented locally—but after all, 
how that is done is for each city 
to decide.” 

The public service aspects of 
advertising were given primary 
emphasis all through the meet- 
ing, even by Secretary of Labor 
Lewis B. Schwellenbach, who 
pointed out that advertising and 
his department have a common 
problem of maintaining the pur- 
chasing power and well-being of 
the workingman—the customer. 

“We have demonstrated in 
America that we can produce,” he 
said. “Our task is one of distribu- 
tion. I do not discount the neces- 
sity for foreign trade, but I do say 
that we have potential markets 
here in America infinitely more 
valuable than markets in any other 
part of the world. If we can pro- 
tect the welfare of the wage 
earners of the United States, they 
will purchase the goods which 
they all produce.” 


Hear ‘Motley Special’ 


At the opening session Monday, 
A. H. (Red) Motley, president of 
Parade, delivered one of the 
“Motley special’ speeches in which 
he scored the outlook of those who 
peer about for disaster, and em- 
phasized that aggressive, intensive 
selling and advertising are the 
only means by which this or any 
country can approach the levels of 
jobs and income which all desire. 

At the Monday banquet, Oscar 
Chapman, Under Secretary of the 
Interior, substituted for Secretary 
Krug, who was wrestling with the 
coal strike and could not leave 
Washington. At the same session, 
Robert L. Lund, a director of Lam- 
bert Pharmacal Company, told of 
the effective work being performed 
by Junior Achievement, youth or- 
ganization which teaches business 
practices, and those present were 
given an effective demonstration 
of this organization’s operations 
when Charley Slack, 16-year-old 
president of Milwood Products, 
Inc., Glen Ridge, N. J., gave an 
engaging analysis of his company’s 
operations. 

The general sessions wound up 
with an assessment of the Euro- 
pean situation by Gardner Cowles, 
publisher, Des Moines Register and 
Tribune, who recently returned 
from a study of economic and 
political conditions in Europe. 


Joins Lancaster Agency 


Martin Rifkin, formerly with 
Hirshon-Garfield and the Chernow 
Company, both in New York, has 
joined Lancaster Advertising 
Agency, New York, as production 


manager. 


oM. argaret E ttinger and Company 


announce the opening 
of offices in New York 


at 


70 East Forty=Fifth Street 


Telephone Murray Hill 6=4686 


Home Office: 
1626 North Vine Street 

| Hollywood 28, California 
Telephone Hillside 2141 


Publicity 


Public Relations 
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A bold, blunt analysis of the 
‘““germs of communism” in America 


by 


In his first article since becoming a cardinal, 
America’s foremost Catholic churchman breaks 
what he calls the “conspiracy of silence enveloping and en- 
dangering” democracy. Cardinal Spellman says that the real 
threat of communism in America today is spoken of only “in 
fearful whispers.” He believes it is time for open, blunt talk, 
and so he does not attempt to soften the warning in his article. 
Read: Communism Is Un-American, by Francis Cardinal 
Spellman—in the July American, on sale today. 


THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S AND WOMAN’S HOME COMPANION 
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Industrial Admen 
Advised to Study 
Customers Closely 


Milwaukee, May 29.—Advertis- 
ing men who expect to be impor- 
tant in the management of their 
companies should get out in the 
field and study their customers at 
short range, Neil C. Hurley Jr., 
president of Independent Pneu- 
matic Tool Company, Chicago, 
told an industrial advertising ses- 
sion at the AFA convention today. 

“Too many statistics can be the 
ruination of advertising,” said Mr. 
Hurley, who is one of the young- 
est company heads in the coun- 
try, and started as Independent’s 
advertising manager. ‘Thinking of 
customers in terms of statistics 
only, without knowing what they 
look like, how they talk, and what 


makes them buy, does not give 
the broad understanding which 
can make an advertising manager 
valuable in every department of 
a company’s operations.” 

He suggested that advertising 
managers be consulted on labor 
relations, preparing reports to 
stockholders, the appearance of 
the product, its packaging and 
labeling, and in fact everything 
that concerns relations with cus- 
tomers and employes. 


Expresses Similar Views 


A similar plea for work in the 
field to make advertising more 
effective was voiced by Al Mae- 
scher Jr., account executive, Oak- 
leigh R. French & Associates, 
St. Louis, who said lazy copywrit- 
ers fail to find the customer needs 
and product applications which 
make good advertising. Attend- 
ing trade shows is one way to ac- 
quire this information, he sug- 
gested. He pointed out some of 
the additional services which 
agencies are now rendering to in- 
dustrial advertisers, such as ad- 


vertising readership research, pre- 
testing copy, technical color infor- 
mation, etc. He urged advertising 
managers to work with their 
agencies, not to regard them as 
competitors. 

Kingsley L. Rice, publisher of 
Power Plant Engineering, Chicago, 
and chairman of the board of As- 
sociated Business Papers, told of 
the readership research project 
undertaken by this organization 
in cooperation with the ANA, Four 
A’s, NIAA and the Advertising 
Research Foundation, which will 
carry on the work, and promised 
that business publishers, in spite 
of current production problems, 
will continue to work closely with 
advertisers in assisting in the so- 
lution of their problems. 

Walter Schutz, advertising and 
sales promotion manager, Delta 
Mfg. Company, Milwaukee, told 
the story of the successful school 
for training dealers’ salesmen 
which has been conducted by the 
company for the past two years, 
and said that beginning next fall 
it is expected that the school will 
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Last Minute News Flashes 


Electric Auto-Lite to Introduce New Battery 


Toledo, May 31.—Electric Auto-Lite Company will introduce its 
new Sta-ful battery, requiring water only three times a year, with 
four-page color inserts in June issues of leading automotive papers. 
Color pages in The American Weekly and The Saturday Evening 
Post, along with insertions in Popular Mechanics, Popular Science, 
Farm Journal, Progressive Farmer, Successful Farming and other 
farm publications, as well as newspaper, roto and the Auto-Lite show 
on CBS, will bring the story to consumers beginning late in the sum- 
mer. Ruthrauff & Ryan is the agency. 


Balm-Barr Replaces D. L. & W. for ‘Shadow’ 


Chicago, May 31.—Delaware, Lackawanna & Western Coal Com- 
pany’s nine-year sponsorship of “The Shadow” on Mutual will end 
Sunday. G. Barr Company, for Balm-Barr Cream Whipped hand 
lotion, has signed for the half-hour Sunday evening thriller show as 
of Sept. 8, on a 52-week basis, over 87 MBS stations. It will be 
Barr’s first use of network radio. Arthur Meyerhoff & Co. here is 
the agency. 


Hygrade Promoting New Frozen Meats 

New York, May 31.—Hygrade Food Products Corporation this week 
broke new newspaper copy for its frozen meats. Copy is running or 
will run in Buffalo, Boston, Cleveland, Detroit and New York news- 
papers, and will be expanded as the products move into other mar- 
kets. Maxwell Dane, Inc., is the agency. 


N* that advertisers are think- 
ing twice about getting the 
greatest possible value out of their 
radio time, a good many are lend- 
ing a willing ear to ABC. By 
actual comparison, rates are low. 
Several good time periods are 
still available. And ABC’s 202 
stations reach all the people who 
live in Twenty-Two Million* 
radio homes, located in practically 
every major market in the U. S. 

For downright value, ABC of- 
fers today’s most practical buy 
in radio. If you compare rates, 
you'll find that one network costs 
43.7% more per evening half-hour 
than ABC; another costs 28.7% 
more. But because ABC stations 
are concentrated in thickly popu- 
lated areas — where the nation’s 
business is done — it constitutes 
an “efficient”? network. It has 


coverage where coverage counts 
—offers advertisers an opportu- 
nity to lower their cost of distribu- 
tion in the competitive era ahead. 

Valuable ABC franchises have 
already been nailed down by such 
shrewd buyers of radio time as 
General Foods, Westinghouse, 
Bristol-Myers, Miles Laborato- 
ries, Kellogg and many others. 

Note that Swift, for example, 
a quarter-hour sponsor of The 
Breakfast Club for four years, has 
now doubled its participation, is 
on regularly for a half-hour 
every morning. 


*Night-time coverage. This figure con- 
tinues to climb with steadily improving 
station facilities. 


“If you want to make good use of your time... 


Listen to AB oy 


7 REASONS 
why more leading advertisers 
sit up and listen to ABC 


1. ECONOMICAL RATES — Network X costs 
43.7% more than ABC per evening half- 
hour. Network Y costs 28.7% more. 

2. REACHES 22,000,000 RADIO HOMES, 
located in practically every major market 
in the U.S. 

3. EXPERT PROGRAM SERVICE available if 
and when you want it. 


4. EFFECTIVE AUDIENCE PROMOTION that 
is making more and more people listen to 
ABC. 


5. GOOD WILL — a nation-wide reputation 
for public service features that present 
all sides of vital issues. 


6. 202 STATIONS — eager to cooperate in 
making every program a success in every 
way. 


7. PRACTICAL TELEVISION — program build- 
ing on an economical basis. 


American Broadcasting Company 


A NETWORK OF 202 RADIO STATIONS SERVING AMERICA 


be enlarged to provide training 
for the salespeople of department 
stores handling the company’s line 
of homecraft equipment. 


AFA Delegates 
Had Fun, Too 


Milwaukee, May 29.—With host 
clubs and local industries setting 
a new high level of activity, en- 
tertainment features of the 42nd 
annual convention of the Adver- 
tising Federation of America here 
this week reached a new peak. 

The program started Sunday 
noon with a “brunch” sponsored 
by the Council on Women’s Ad- 
vertising Clubs, at which the 
speaker was Mrs. Bj Kidd, asso- 
ciate copy director of N. W. Ayer 
& Son. In addition to elaborate 
door prizes, each person in attend- 
ance was given a substantial gift, 
through the cooperation of various 
Milwaukee and nearby industries. 

Sunday evening the Milwaukee 
Journal played host to the entire 
convention on ae six-hour lake 
cruise, serving supper and pro- 
viding music and entertainment. 
Tuesday evening the host clubs 
appropriated a substantial portion 
of the municipal auditorium for a 
“gay nineties” party featuring free 
beer and free lunch, a gaslighted 
stage and entertainment thorough- 
ly in tune with the usual concep- 
tion of what went on in the “gay 
nineties.” 

The Milwaukee Journal also 
greeted convention attendants 
Monday with a special section of 
its paper, devoted to news and 
pictures of the AFA, discussions 
of advertising problems, and per- 
sonality sketches. 


a . . 

CBS Won't Shift Video 

CBS will not ship its big fed- 
eral color television transmitter 
from New York to the West Coast 
for test broadcasts, as reported 
in AA May 27, but .may ship a 
small experimental transmitter to 
the coast next fall, a spokesman 
for the network states. 


Daily Raises Price 

The Times, Scranton, Pa., has 
raised its single copy price from 
three to four cents. 
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Top row, 


third from the left 


In writing advertising for 
Young & Rubicam clients, we 
keep ever in mind that top 
row, third from the left, is 
the key all the others on a 
typewriter should work for. 


YOUNG & RUBICAM, INC. 3 apvertisinc 


New York, Chicago, Detroit, San Francisco, Hollywood, Montreal, Toronto, Mexico City, London 
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10 Stations Form 
New England Net 


Boston, May 29.—Ten New Eng- 
land radio stations begin opera- 
tion next Monday as a cooperative 
“New England Group,” broadcast- 
ing Fletcher Wiley’s “Sunrise Sa- 
lute’ and “Housewives Protective 
League” programs, with WCOP, 
Boston, as the originating station. 
Advertising will be carried on a 


Give National Coverage to Your 
News-Releases Thru the Pages of 


Ion Release 
Sor 
(Covering 10,000 Dailies & Weeklies) 


480 Lexington Ave., N. Y. City 17 
Eldorado 5-0747 


| participating announcement basis. 
The Katz Agency is representing 
the group in sale of the programs 
nationally. 


| Group Members 


| Although all of the stations are 
_ABC affiliates, their group plan is 
/an independent programming deal. 
|The stations, besides WCOP, are 
| WPOR, Portland; WMUR, Man- 
chester; WORC, Worcester; WSPR, 
Springfield; WNBH, New Bedford; 
WFCI, Providence; WTHT, Hart- 
ford; WELI, New Haven, and 
WSTC, Stamford. 

“Salute” will be aired Mondays 
through Saturdays, 6-7 a.m., and 
the “League” program Mondays 
through Fridays, 1:30-2 p.m. The 
group rate for six announcements 
per week on the two shows will 
be $725. 


Adwomen Elect 


Erma L. Oehler, Fuller & Smith 
& Ross, has been elected president 
of the Women’s Advertising Club 
of Cleveland. Other officers elected 
are: Ruth Van Doren, YWCA, 
vice-president; Dorothy L. Wulff, 
Ohio Bell Telephone Company, re- 
cording secretary; Gladys Hoeffler, 
Iron Fireman Mfg. Company, cor- 
responding secretary, and Viola 
Erickson, Better Business Bureau, 
treasurer. All are on the board 
of directors. Helen E. Gordon, 
Fran Murray, Inc., and Jessica 
Sabo also have been elected to the 
board. 


Nedlog to Jones Frankel 

The Nedlog Company, Chicago, 
maker of Nedlog Orange and other 
bottled beverages, has appointed 
| Jones Frankel Company, Chicago, 
ito handle advertising. 


15 Adclubs Win 
Awards for Work 


Milwaukee, May 27.—The Mil- 
waukee Advertising Club, the Ad- 
vertising Club of Birmingham, and 
the Advertising Women of New 
York were given first awards in 
their respective classes for out- 
standing performances in plan- 
ning, publicizing and promoting 
projects in the interests of adver- 
tising, of the public, or of the com- 
munity in which they operate. 

The awards were presented by 
Elon G. Borton, president of the 
Advertising Federation of Amer- 
ica, at the annual AFA banquet 
here last night. 

In addition to the Milwaukee 
award for clubs in cities of more 


finns 


vertised drugs and 


post card to: 


535 Fifth Avenue, 
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A brand new survey of Hillman 
Women’s Group readers shows a re- 
markable preference for nationally ad- 


face creams, tooth-pastes, shampoos... 
these are only a few of the 37 types of 
toiletries on which basic information 
was requested... and given. 

For your copy of this up-to-the-min- 
ute report on what products America’s 
younger women prefer today, send a 


HILLMAN 


REAL STORY * MOVIELAND * REAL ROMANCES 


’ 
ee . <_m 


cosmetics. Lipsticks, 


New York 17, N. Y. 


Advertising Age, June 3, 1946 


than 300,000 population, a second 
award went to the Advertising 
Club of St. Louis, and honorable 
mentions were given to the Ad- 
vertising Club of the Columbus 
Chamber of Commerce, Adcraft 
Club of Detroit and Advertising 
Club of Boston. 

In cities under 300,000, where 
the Birmingham club won the first 
award, second award went to the 
Advertising Club of Syracuse, with 
honorable mentions to Advertising 
Club of Springfield, Mass.; Peoria 
Advertising & Selling Club, and 
Lynchburg Advertising Club. 

Women’s Advertising Club of 
St. Louis took second honors 
among women’s clubs, with honor- 
able mentions going to Women’s 
Advertising Club of Cleveland; 
Los Angeles Advertising Women, 
and Women’s Advertising Club of 
Chicago. 


Audograph Makes Bow 


With full-page copy in the Hart- 
ford Times, Hartford, Conn., Gray 
Mfg. Company, Hartford, has in- 
troduced the 1946 ‘“Audograph,” 
dictation and transcription ma- 
chine using featherweight, un- 
breakable records. Records already 
transcribed may be played back. 


McLain to Klingensmith 

McLain Grocery Company, Mas- 
sillon, O., has named H. M. Kling- 
ensmith Company, Canton, O., to 
handle the advertising “for Mc- 
Lain’s coffee. Newspapers and 
radio will be used. 
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E-Z Frisket is the adhesive cooted trisket paper 
that comes to you prepared for immediate use. 
Strip off the protective backing sheet—place the 
frisket film over your photograph—it adheres 
instantly —you're ready for work! 


Contrast that quick-as-a-flash operation with the 
tedious, time-wasting method of preparing and 
coating your own friskets for photo retouching. 
No mess ... no rubber cement. . . no quess- 
work . .. no waiting . . . E-Z Frisket is always 
ready for instant use! 


PRICES: 

Desk Roll: 

24" x5 oe _ 
Jumbo Roll: 

24” x 20 yds. $10.00 


ASK YOUR 


DEALER TODAY 


or order 


direct from 


Arruve Brown « sro, inc. 
67 West 44th St., New York 18, N. Y. 
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in Railroad advertising 


For the 7 months beginning August, (i.e. since 
Japan’s surrender) The United States News 
carried 


27 RAILROAD ACCOUNTS 


the largest number among six non-fiction 


magazines.* 
* 


Top management men in the nation’s rail- 
roads know that their advertising in The 
United States News is read by top manage- 
ment men in other great industries. 


They know from their own experience that 
it is these key men who are most interested 
in State and other Industrial Developments 
...in the shipping of freight... and they 
know too that these same men and their 
families are their best customers when it 
comes to passenger travel. 


Cover-to-cover reading gives your quality adver- 
tising 90% visibility ... and at the lowest rate of 
any magazine of comparable circulation. 


(250,000 GUARANTEE) 


The Direct Route to 
those who O.K. both 


(During 7 months since last August, P.1.B.) P : 
corporate and family buying 


The United States News............ 27 railroad accounts 

eee er eee ee 24 si a 
ee: Peer er Set ee 24 ” @ 

Magazine — Preece rer reer re 21 ro sa Daniel W. Ashley 
Magazine E ...................... 16 ~ 7 lice President in Charge of Advertising 
CE Face v ss bedee ee exSeaees 16 ws ° 


30 Rockefeller Plaza, New York 20, N.Y. 
*Names on Request 


READ BY MORE THAN 1.000.000 MEN AND WOMEN CUSTOMERS 
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The AFA Stages a Comeback 


For the .Advertising Federation 
of America, its first postwar con- 
vention, held in Milwaukee last 
week, was crucial. 

The federation, the only over- 
all body attempting to represent 
and coordinate the efforts and ac- 
tivities of all phases of the ad- 
vertising business, has been los- 
ing stature for several years. If 
the Milwaukee meeting had been 
a failure, or something less than 


job, and to the various officers, 
staff members, directors and com- 
mittee members of the AFA, a 
major portion of the credit for the 
resurgence of the association prob- 
ably belongs to Elon Borton, whose 
brief tenure of office has been 


ey 


Advertising Age, June 3, 1946 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


No. 2651. Pertinent Data on 
Providence-Rhode Island. 

Market data for Providence and 
the state of Rhode Island is of- 
fered in this folder, issued by the 
Providence Journal-Bulletin. Pop- 
ulation, home ownership, manu- 
facturing and income are dis- 
cussed, and tables show how the 
city’s food and drug sales stand 
among cities of 200,000 and over. 


No. 2652. Who Reads Forbes? 

Forbes Magazine has issued this 
readership analysis, showing read- 
ers’ business or profession, and 
title, home ownership, club affilia- 
_._ |tions, hobbies, expenditures for 
business trips, plans for pleasure 
travel and other details. 


—Lichty, Chicago Times 


"| realize your seniority entitles you to it, Tittle, but under the G.I. bill | can 
get an apprentice’ 5th vice-president much cheaper.” 


No. 2621. Reader-Consumer Panel. 
The American Home has issued 


_ 


Academically Practical 


marked by vigorous planning and 
programming which has resulted | 


in very marked increases in the} 


membership of the federation, as| 


| well as substantial gains in stat-| 


We have always had some rev- 
erence for the colleges, and the 
cloisters of learning seem to us to 
have a good deal of thought-pro- 
voking material these days. In 


an all-out success, the AFA might | ure, both in and out of advertising. ‘this pliant mood, we picked up a 


just as well have shut up shop. It 


Plans for the future which were | 


promotion piece for the Harvard 


would have lost whatever prestige | unveiled at the meeting left none | Business Review, the quarterly 


remained to it, and its effective- 
ness as a spokesman for the ad- 
vertising business would have been 
completely destroyed. 


| 
| 
| 


in doubt that under Mr. Borton’s | 
leadership the organization will | 
enlarge and increase its activities | 
steadily and rapidly, to the point | 


Now that the convention is over, where it may again shortly be-| 


it is possible to say positively that) come a leading over-all spokes- | 
Advertising Federation of. 


the 
America has regained a measure 
of the stature it once held, and 
seems on the way to regain more. 
Despite the fact that the conven- 
tion was held on the heels of the 


nationwide rail strike, it attracted | 


a near-record throng, it presented 
an excellent program, and it in- 
spired among the delegates a new 


and pleasant confidence in the fu-| 


ture of the association. 


'come the resurgence of the AFA 


While a great deal of credit for | 


the success of the convention un- 
doubtedly belongs to the Milwau- 


kee clubs which did such a noble | 


man for the many diverse interests | 
which together comprise the “ad-| 
vertising world.” 

It has long been our belief that | 
there are too many organizations | 
in the advertising field, performing 
too few real services. Until the 


convention last week, we were by | 


no means sure that the AFA did 
not belong at the head of this list. 
Now we feel differently. We wel- 


and hope it will be able to per- 
form a real service in correlating 
and coordinating the work of all 
the elements in the field. 


Building Better Than We Knew 


During the war, 


admen were;/underlying confidence of the 


cautioned time and again against American people in the brightness 


raising the hopes of the people too|of the future. me om | 
and pictures|comes cut off have continued to | accustomed as we are to determin- because it is aged for a shorter | Parents’ describes in detail its 


high, with words 
limning the “magnificent postwar 
world.” 

Now, in a strange sense, it seems 
that the idealists who pictured a 
postwar world overflowing with 
milk and honey may well have 
builded better than they knew. 

The situation 
America has been passing (we 
wish we could say has passed), 
has been remarkable not only be- 
cause it has shown us the strange 
spectacle of a people able to do 
anything, and actually doing noth- 
ing because of internal warfare; 
it has been even more remarkable 
in that despite strike after strike, 
and blow after blow at the econ- 
omy, the voices of permanent doom 
have been almost silent. 

As we have pointed out before, 
no blow yet struck at the econ- 
omy, no matter how paralyzing it 
has been, seems to have been 
strong enough to vitiate the deep, 


through which | 


Strikers with in- 


buy, serene in the belief that their | 
strike would end and their in- 
comes move up; business men, 
harassed by labor and material 
shortages, have continued to be- 
lieve that somehow their troubles 


| would be mitigated and they could 


resume production and distribu- 
tion. 
Without this deep-seated con- 


fidence in the ultimate rightness) 


of the postwar world, the economy 
might easily have already col- 
lapsed under the severe blows 
dealt to it since V-J Day. With it, 
it has withstood—thus far at least 
—a set of conditions which nor- 
mally would spell recession or de- 
pression. 

To a considerable extent, we be- 
lieve, the “postwar pipe dreams” 
of the advertising copywriter have 
contributed to a state of mind 
which minimizes, instead of maxi- 
mizes, our present difficulties. 


publication of its Graduate School 
of Business Administration. In 
our minds was a memory of red 
ricks, shaven lawns, and the 
peaceful serpentine of the Charles. 
The promotion piece could hardly 
have been identified as such. It 
was blazoned with the seal of the 
university, and in neat script an- 


\through one of the Black & White 
stores, showed him the policies: 
promotion from within; security; 
'free insurance; savings and profit- 
isharing fund. So sold was Plato 
that he plumped down in the 
store, asked for a job, was reluc- 
tant to return to Mt. Olympus. The 
copy is brisk, flip and factual, and 
the illustrations are smartly done. 
It’s a far cry from conventional 
employe relations material, which 
normally cudgels and cajoles in 
the same voice, and is about as 
|inspiring reading as the company’s 
/annual report. 
Jottings 

The Iowa centennial committee 


this report on its latest reader- 
consumer panel, which is devoted, 
principally, to an analysis of the 
answers to questions about home 
repair and remodeling plans. The 
tabulated percentages show extent 
of planned improvements this 
year, expected expenditure, kind 
of heating equipment that will be 
purchased, etc. 


No. 2633. How to Sell. 


A series of sales training ar- 
ticles that have appeared in In- 
fants’ & Children’s Wear are con- 
tained in this booklet, issued by 
Haire Publishing Company. The 
foreword points out that “even 
|stores having regular personnel 


nounced to us that “The Editors of has adopted the song, “Iowa, It’s a | departments find that it is im- 


the Harvard Business Review 


. . . Beautiful Name When You Say | possible to give training in selling 


reserve a copy of the timely, | It Like We Say It Back Home,” as specific merchandise for specific 
thought-provoking Spring Number ‘the official state centennial ballad. | departments,” and these articles 
(1946 of Harvard Business Re- | Meredith Wilson wrote IIABNWY- dealing with infants’ and chil- 
view for (name inserted here) to|SILWSIBH, since he’s a Mason/dren’s merchandise should be a 
be included (with their compli- | City, Ia., boy, and will feature it| help as a text for new personnel 


ments) in a new subscription to 


ithe Review.” 


As the touch of the accolade 


|began to fade, we read the copy 


‘on his radio show this summer. . 
_ Forty Future Farmers of Amer- 
ica, the high school agriculture 
|student association, visited WLS, 


and discovered that while the Re-| Chicago, and put themselves on 
view is not offered to the general|record as not liking too many 
public, its base is being broadened, |commercials. “An over-commer- 
and that the editors want it to/|cialized radio station is the same 
“reach as many men as possible|as a land-hog,” one young gent 
‘out of the 30,000 business execu- said succinctly. . . 

boo ay and_ professional leaders, | In Buckeye Tavern, we discov- 
who, it is estimated, determine the ered that the Siegfried Loewenthal 
course of American business Company, Cleveland, has begun 
through the cumulative effect of production of corn whisky. Corn 


their day-to-day decisions.” Un- | differs from bourbon, we learned, 


- or as a refresher course. 


|No. 2636. America’s Biggest Mar- 
ket. 


| Parents’ Magazine shows, in this 
‘market study, how the country’s 
'total population breaks down into 
five basic markets: Men living 
/alone; women living alone; adults 
‘only where the family head is 
‘under 45; adults only where the 
family head is over 45, and fami- 
‘lies with children. It’s the fifth 
| group that totals up the biggest, 


‘the pages of tables show, and 


ing the course of American busi- ‘period of time and is lighter in| position in the market. 


ness, we enjoyed tycoon status all 
the way through the _ booklet, 
/'which ended with a coupon re- 
'vealing that we could have one 
‘year of the Review for $5 or three 


color. Surprisingly, the name of | ; ; 
the product is Golden Kernel corn|No. 2634. Five Years with the 
Fawcett Beauty Reader Forum. 


whisky. . . | 
Ten Omaha stores have done| This booklet, issued by Fawcett 


something about those nylon mobs. | Publications, contains a summary 


years for $10. Fair Harvard has|The stores, in joint copy, told|of the Fawcett Beauty Reader 
/a nice premium subscription offer|Omaha women that there were| Forum reports, which have been 
there, as we say in the business approximately 50,000 pairs in the | issued during the past five years. 
'when we’re not determining the | city, that if the coupon in the copy It gives a picture of the trend in 
,course of American business with | were mailed to a central mail box, | beauty habits—kind of products 
lour day-to-day decisions. the stores would send the women|used and place of purchase—of 
\a card entitling them to purchase |readers of True Confessions, Mo- 
Perplexed Plato ‘one pair of nylons at ceiling price. | tion Picture and Movie Story. 

| Whimsy is reasonably tough “Do not ask any store to make an | 

stuff to write, and that probably exception to the above plan,” the No. 2643. Readers Study Adver- 
accounts for the dearth of it in|copy explained, “This arrangement | tising in Product Engineering. 
|promotional copy. Across our un-|is binding, and in all fairness you Readers of Product Engineering 
whimsical desk floated a slick | would not want any store to break | wrote the text for this brochure, 
piece of employe relations copy,|its agreement.” . . ‘which is composed of reproduc- 
prepared by Mel G. Grinspan for| The Denver Advertising Club is|tions of letters from executives 
Sam Shainberg Dry Goods Com- holding a monthly advertising con-| whose titles range from president 
|pany, Memphis, which is head-/jtest. The first “Ad-of-the-Month” | to consultant—men responsible for 
‘quarters for a chain of “junior | prize went to the Denver National | selection of materials, parts, and 
department stores” in three states.| Bank, second to Gene O'Fallon & | types and makes of finishes. The 
'Mr. Grinspan took the shade of Sons (KFEL), and Gray & Co. |letters indicate readers’ study of 
|Plato, unhappily adrift in search|took third for its Eaton Metal | PE advertisements and the influ- 
of the perfection he’d sketched so|Products copy in National Pe-|ence of ads in executives’ buying 
easily in his books, led him|troleuwm News... decisions. 
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Sign of the Waterman's Wherry... 


“BOoLD-HEART’D husbandmen in Conestoga waggons headed Westward, 
seeking new Canaan, the promis’d land where Corn was like yellow 
Amber, and an hundred kernels of Wheat grew from one Root” came to 
Jos. Van Dyke’s ferry near Philadelphia in 1787 . . .“were pol’d across 


the passage ...- Men, Women, Cattle, all Manner of Merchandizes .. .” 


LIkE THE Federalist ferry. . . today’s press carries a miscellany of 


news, fact, services, help, humor and spiritual first aid. . . tides time 
and space, spans the near shore of yesterday and the landing stage of 
tomorrow . . . conveys a varied cargo of wares, luxuries, comforts . . . 


links industry and labor with the rich Canaan of customers’ wants. 


IN PHILADELPHIA... The Inquirer is the dependable local utility that 
ferries your message to 575,000 families of substance and consequence 
... brings buyers to sellers, and opportunities to enterprise. For a short 


trip to volume sales, book passage now! 


y/ Che Philadelphia Inquirer 
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Frank Scherschel has been a photographer for 23 of his 38 


years. 


At 19, he was manager of the Milwaukee Journal’s photo- 
graphic department. And from Milwaukee he contributed 
many pictures to LIFE’s pages before he became a staff 
photographer in 1942. 


Taking his turn along with most other LIFE photographers 
as a war correspondent, Scherschel covered assignments in 
both hemispheres. He was the first civilian photographer to 
make Atlantic combat pictures. He sailed with the Pacific 
Fleet on bombing missions, flew over the Normandy D-Day 
beaches, and went along with the liberators of Paris. 


Scherschel’s practiced news sense, so well developed by his 
early experience, is apparent in every picture he makes. His 
pictures are more than mere photographs. They put you right 
there on the spot—feeling what he sees. His reporter’s eye 
unerringly seeks out the significant, the interesting, the dra- 
matic in every situation or subject, so that his pictures tell 
the complete story ... quickly and clearly. 


And Scherschel’s interests and creative curiosity are un- 


ok wee ay 
+," ‘ . 


Photograph of Frank Scherschel, by Frank Scherschel, 
taken while on a LIFE assignment high in the Andes. 


limited. He likes to picture anything and everything that’s 
entertaining and important enough to make LIFE’s pages. 


Scherschel’s work is another outstanding example of the 
way LIFE’s photo-reporting technique brings to millions of 
Americans a stimulating, horizon-widening, vital vision of 
the world about them. 


With such an enlightening and interesting view of t%.. 
world available in every issue, is it any wonder that 22,000,000 
people find LIFE an indispensable part of intelligent living? 
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Cardinals’ first baseman, Dick Sisler, whose playing caused great excitement in 
Cuba this winter, raps out a long hit in a practice game. Scherschel is a master i.t 
capturing on film the drama of tense and exciting moments in sports... to the 
delight of LIFE’s readers. Such pictures give them seats right on the side lines. 


Lie 


Rati ' os 


Treading grapes barefoot, these girls are taking part in a California vintner’s 
revival of an old Bacchanalian custom. This Frank Scherschel picture helped 
LIFE readers share a lot of the excitement and fun of the high jinks at this 
festival celebrating the grape harvest and the making of the product of the vine. 


#, 


With photos like this striking shot of an old Inca fortress, Scherschel brought 
back to LIFE readers one of the most illuminating stories ever published on the 
ancient glories of the old Inca civilization, and particularly its amazing archi- 
tecture. The huge pink granite stones shown above were wrestled up a mountain. 
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Family and friends welcome an overseas veteran home to Indianapolis . . . one of 
Scherschel’s pictures from the memorable LIFE story, “U.S. Normalcy.” See 
how Scherschel’s revealing camera has caught on every face a reflection of the 
desire of the homecoming soldier’s family and neighbors to know all about it. 
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Truman Praises 
Wartime Record 
of Advertising 


Milwaukee, May 27.—‘‘You have 
every right to review advertising’s 
wartime performance with pride,” 
President Harry S. Truman said 
in a special letter of greeting to 
the Advertising Federation of 


“THE LETTER. 


431 S. Dearborn St., 


Chicago 5.1 linois 


America convention here 
week. 

“War bond drives, salvage, cam- 
Paigns, civilian defense measures, 
Red Cross appeals, recruiting—all 
these and many other wartime ef- 
forts received the cooperation and 
expert assistance of the men who 
|produce advertising,” the Presi- 
|dent recalled. 
| “New fields for public service lie 
ahead of you. Our peacetime needs 
/can be just as exacting, just as 
| vital as those of wartime. 


Plaudits for Milwaukee 
“It is with pleasure that I re- 


this 


f}call my visit to the Milwaukee 


Advertising Club in 1944. I know 
that you will carry on the good 
work which has made your or- 
ganization twice winner of the 


Advertising Federation’s highest 


|award for your achievements on 
‘behalf of the war effort,” 


the 
President said in an aside to the 
Milwaukee Advertising Club, 
where he appeared as a featured 
speaker while a senator. 


Two Appoint Ultra 


Grace Line, New York, and Lon- 
dono & La Spina, Colombian dis- 
tributor for International Lubri- 
cant Corporation, New Orleans, 
have appointed Ultra Limitada, 
Bogota and Medellin, to handle 
Colombian advertising. 


Brockhaus Joins Ward 


Eugene H. Brockhaus, formerly 
with the Chicago American and 
Associated Farm Papers, has 
joined the sales staff of James A. 


Ward Company, Chicago, publish- | 


ers representative. 


Crosby Reported 
Unwilling to Sign 


New Contract Now 


Chicago, May 28.—Franklin 
Lamb, president, Reynolds Inter- 
national Pen Company, said today 
that “we have been advised by 
John O’Melveny, attorney for Bing 
Crosby, that his client has de- 
cided to defer any radio plans of 
any nature for some time.” 

“We have been negotiating with 
the Crosbys for some time,” Mr. 
Lamb disclosed, “and were ad- 
vised yesterday that our offer was 
one of the most appealing re- 
ceived by the radio entertainer.” 
He added that his company is dis- 
cussing network show possibilities 


In any picture of your market. . . 
The Modern Half is the Better Half ! 
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]. OUT OF DATES. Your o/der woman 
doesn’t dress up so much any more. 
And she hasn’t cottoned up to a new 
style idea in years. You still talking 
fashion to her as though she were 
a perfect 36? Well, she probably 
isn’t listening! 


Dell Modern Group 
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2. PLENTY OF DATES. Your younger 
woman, of course, is clothes-mad. 


She’s a man-conscious, trousseau- 
building, marriage-minded modern who 
needs /ots of new frocks, heeds a// the 
new fashions. Te// her about yours in 
Dell—and you sell three million of her! 


Advertising Age, June 3, 1946 


with several other groups. 

As reported by AA (May 20), 
Reynolds, General Motors Corpo- 
ration and Texas Company, among 
others, have been seeking to sign 
Crosby for radio shows, following 
expiration of his contract with 
Kraft Foods Company next fall. 


AFA Adds Six 


The Advertising Federation of 
America has elected the follow- 
ing to membership: National Dis- 
tillers Products Corporation and 
American News Company, both in 
New York; Stitzel-Weller Distil- 
lery, Louisville; Maine Broadcast- 
ing Company, Bangor, Me.; R. D. 
Northrop Company, Boston, and 
Station KFZM, San Bernardino, 
Cal. . 


Cramer-Krasselt Named 


Cramer-Krasselt Company, Mil- 
waukee, has been named advertis- 
ing and merchandising counselor 
for the Wisconsin Apparel Manu- 
facturers, Inc., a recently organ- 
ized association which will pro- 
mote Wisconsin as the ‘nation’s 
e@aaracter apparel market.” 


(NO. 6 IN A SERIES) 


The 
Arpany Story 


Const ‘ ALB ANY 


An Ideal 
Test Market 


The Albany Market, by its very nature, is 
ideal for testing purposes. It is also a 
market in which the manufacturer can 
safely begin to put his current program 
of marketing and advertising into opera- 
tion. 


Population Balance... 


URBAN: Albany may well be called a 
"big city" in miniature. A focal point of 
trade and travel. Constant interchange 
| of ideas with New York City, Boston, 
Montreal, etc., causes Albanians to think 
and live in ''big city" style. SUBURBAN: 
Albany's suburbs, plus those smaller cities 
such as Troy and Schenectady, provide a 
segment of population midway between 
the city dweller and the farmer. RURAL: 
The rich farming and grazing land of the 
rural part of the market furnishes a fine 
sample of this type of population. 


Economic Balance ... 


Over 11,000 people are employed in City, 
State and Federal Civil Service positions. 
There is substantial employment in Retail 
and Wholesale trade, Transportation, 
Services and Professions. Industry em- 
ploys over 46,000 in the industrial area. 
Income from farm products has more 
than doubled since 1939. The current an- 
nual income from crops, dairy products 
and livestock in the Albany Market is 
nearly $39,000,000. 


These diversified sources of in- 
come with no one source domi- 
nating, afford a perfect balance 
and prove conclusively that 


Albany Is 


“Best For Your Test" 


The Times-Union is read by over 47,000 
families each morning, and over 100,000 
families each Sunday. 


DAILY and SUNDAY 
A HEARST NEWSPAPER 


Represented Nationally by 


HEARST 
ADVERTISING SERVICE 
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The Hearst Newspapers 


have always fought and prayed for 


PEACE 


WORLD 


: ZA == /2 

e—SLic OPINION = 
¢ 4), = = == A 7 
Ly Z Y 


“Whatever is right can be achieved through 
the irresistible power of awakened and in- 
formed public opinion. Our object, there- 
fore, is not to enquire whether a thing can be 
done, but whether it ought to be done, and 
if it ought to be done, to so exert the forces 
of publicity that public opinion will compel 
it to be done.”’ 


QVM a 


In 1909 the Hearst Newspapers published a stirring 
Christmas plea for World Peace, which Andrew Car- 
negie forwarded to France, England, Russia, Ger- 
many, Japan and the United States. 


In 1912 the Hearst Newspapers called upon Presi- 
dent William Howard Taft for ratification of the 
Peace Treaties with France and England. 


NEW YORK JOURNAL-AMERICAN, NOVEMBER 19, 1939 


In 1921 the Hearst Newspapers asked Congress to 


reject Naval Disarmament as a step toward war. 


In 1928 the Hearst Newspapers prophesied that the 
Kellogg Peace Pact would prove to be just another 
scrap of paper if the nations of the world didn’t 
achieve the will to peace. 


In 1936 the Hearst Newspapers urged the U. S. to 
heed the lesson of the London Naval Conference fail- 
ure and make herself formidable beyond any attack. 


In 1939 the Hearst Newspapers petitioned President 
Roosevelt to use his good offices to maintain peace in 
Europe, reminding him that only the Communists 
had anything to gain by war. 


In 1945 the Hearst Newspapers supported the Presi- 
dent’s decision to keep the secret of the Atomic Bomb, 
pointing out that in our hands this terrible weapon 
is actually a weapon for péace and justice. 
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showed, to kill 12 people. 
But no one could find—‘‘beyond all question of doubt’’—how the strychnine got there. 
That is, no one except an editor who would not quit—John Shuttleworth—and his inspired 


aide—John Sheehan. 
They galvanized official headquarters into action... again and again went over every step 


of a case that had been gathering dust for years... contacted one by one all relatives of the 
victims, getting names of witnesses and possible witnesses from them, saw four doctors concerned 


on the case, saw druggists, delivery boys, nurses, internes, etc., etc. 
Finally, they held a meeting of all the deceased’s immediate relatives (except the suspected 
husband-son-in-law), the family physician at the deaths, and the family lawyers. That meeting 


broke the case, proved who, how, when and where— beyond all question. 
But the mills of the law grind slowly—and a now-frightened criminal, whom death had en- 


riched by many tens of thousands of dollars, began to weigh the chances of escape to a relative in 
Mexico. And the editor— who once merely wanted the facts behind a story — now had an obliga- 


that Pronounced this 
Death Sentence 


Maybe you even knew him. He was a druggist. 
You might even have dropped into his store—asked him to brew up a choco- 


late soda for you. Or fill a prescription for your wife. 
That would have been years after he had poisoned his wife and his unborn 


child ... and made himself rich. 
But it’s not easy to pin murder on a poisoner. There hasn’t been a conviction 


in 48 years in New York. 
So Ben Feldman actually had little to fear. 
The two people who might have testified—his wife and his mother-in-law — 


were dead and had been buried for years— with enough strychnine in their bodies, exhumation later 


tion beyond the one he owed his readers. He literally 
compelled early review of a magazine’s investiga- 
tion of a crime. The Grand Jury promptly indicted; 
and a jury of the indicted’s peers were out only an 
hour and a half before they returned a conviction 


of murder in the first degree. 
* * 


* 


Publications that steadfastly and tirelessly fulfill a 
great social purpose have a unique place in the esteem 


of their readers. 


The power of that esteem is not confined alone to 
the editorial columns of the magazines of the Macfad- 
den Men’s Group. Advertisers, too, enjoy the intense 
loyalty of this choice audience of men. The absorbing 

interest of this great man-audience in the victories of 
law and order offer a clear picture of their character, 
their social position, their importance as a market 


...and as a leader of markets. 


Tico of the eight MACFADDEN PUBLICATIONS 


The Measure of a Magazine's Worth Is Its 
Hold on Its Readers and Its Value to Society 
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‘Toothmaster’ 
Offers Electric 


Brush, Massager 


New York, May 29. — Expanded 
production and an extensive ad- 
vertising campaign are being 
planned for an electric toothbrush 
and gum massager, the Tooth- 
master, which retails at $12.50. 

Expansion plans were revealed 
by an executive of Toothmaster 
Sales Corporation, New York dis- 
tributor. Eight other distributors 
have been named to market the 
new product throughout the coun- 
try. The patent on Toothmaster 
is held by Racine Electric Motor 
Corporation, a subsidiary of How- 
ard Industries, Racine, Wis. 

Toothmaster Sales Company 
handles sales and advertising of 
the product in New York, New 
Jersey, Pennsylvania, Rhode Island 
and Connecticut, and started test 
advertising May 9 in local papers 
with two-column, 72-line ads. The 
May issue of Department Store 


| Economist also carried an ad pro- 


moting Toothmaster, and national 
consumer advertising will start 
soon in Fortune. 

Invented some years ago by a 
dentist, the patent for Toothmas- 
ter, which is about the size and 
shape of an electric razor, with 
separate brush and rubber mas- 
sager attachments, was bought by 
Racine Electric Motor Corporation 
before the war. Due to war emer- 
gency measures, plans for the 
Toothmaster lay dormant until 
Howard Industries took over the 
corporation a year ago. The nine 
distributorships are the first step 
in pushing the product. 

Albert Frank - Guenther Law, 
Inc., is the agency in New York. 


Set Management Meeting 


The American Management As- 
sociation, New York, has set June 
11 for a general management 
conference at the Waldorf-Astoria 
Hotel, New York, for discussion 
of current problems confronting 
business and industry. Following 
the conference, the association will 
hold its annual business meeting. 


Appoints Buell 


Daniel H. Buell, former general 
sales promotion manager, has been 
appointed director of advertising 
for Beauty Counselors,- Inc., De- 
troit. 


WGN Promotes Coughlin 


Francis Coughlin, with Station | 
WGN, Chicago, for 13 years, has | 
been appointed script and continu- 
ity writer. 


Librarians to Meet 


The Advertising Group of Spe- 
cial Libraries Association will hold 
its annual convention June 13, 14 
and 15 at the Hotel Statler, Bos- 
ton. Ralph Butler, McKinsey & 
Co., and Margaret Divver, assist- 
ant advertising manager of John 
Hancock Mutual Life Insurance 
Company, will be featured speak- 
ers at group meetings on June 14. 


Gets Paint Account 


Sillers Paint & Varnish Com- 
pany, Los Angeles, has appointed 
McNeill & McCleery, Los Angeles, 
as advertising and sales promo- 
tion counsel. 


They will also buy 124, 298 washing machines 
--- 83.354 refrigerators ... 160.032 automobiles 


Who are these families? They are the ones who have 
chosen the Chicago Daily News as their preferred HOME 
newspaper. How do you know that these families are plan- 
ning such large scale buying? A recent independent survey* 
has revealed the facts. 


This group of Daily News readers represents one of the 
most important and profitable markets in America for 
post-war manufacturers. Furthermore, this market can be 
reached, and sold, through the medium of a single news- 
paper—Chicago’s HOME newspaper, the Chicago Daily News. 


With its selected mass circulation, the Daily News offers 
such a rich variety of sales opportunities that it belongs first 
on the list of any advertiser seeking MAXIMUM sales in 


Chicago! 


"Conducted exclusively among regular readers 
of the Chicago Daily News, representing a 
valid cross-section, house-to-house sampling. 


CHICAGO DAILY NEWS 


For 70 Years Chicago’s’ HOME Newspaper 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


LOS ANGELES OFFICE: 606 South Hill Street 
DETRO!T OFFICE: 407 Free Press Bldg. 


NEW YORK OFFICE: 9 Rockefeller Plozo 
SAN FRANCISCO OFFICE: Hobart Building 
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Dorothie Schlect, director of public relations and advertising for 
the Ohio Tool Co., Cleveland, will handle a course in public rela- 
tions this summer for junior and senior students at Cleveland’s 
Fenn College... The New York Daily News’ Inquiring Fotographer 
raised hob a couple of weeks ago at the Radio Execs Club when he 
asked, “Which is most difficult to do—pitch a no-hit no-run game, 
make a hole-in-one while golfing, or bowl a perfect game of 300?” 
Murray B. Grabhorn, club pres., and Bill Maloney, BBDO publicity 
head, insisted the most difficult is the baseball feat; Warren Jen- 
nings, WLW (Cincinnati) eastern rep., and Frank Silvernail, BBDO 
head of radio time buying, voted for the golf drive, and Arthur J. 
Kemp, McCann-Erickson account exec, held out for the bowling 
score. .. 

Philip B. Stephens, ass’t business mgr. of the N. Y. Daily News, 
was one of six parents summoned to appear in Gambling Court 
May 20 to answer charges 
growing out of a police raid on 
the annual bazaar of the City 
and Country School, progres- 
sive, 32-year-old educational 
institution for children. The 
school holds the fair as an an- 
nual benefit for its scholarship 
fund... 

A. E. Joscelyn, gen’l mgr. of 
WCCO, Minneapolis, has re- 
ceived an appointment that 
should be pleasant enough. He 
has been named a member of 
the advisory committee for the 
Association of Women’s Direc- 
tors of the NAB... 

Frank Gannett, head of Gan- 


nett Newspapers, will tell what 
he thinks about “International 
Freedom of the Press” at Chau- 
tauqua Institution July 10. . 

Don Searle, v.p. in charge of 


MAYTIME—Lloyd E. Yoder, general 
manager of KOA, Denver, and Hal 
Bock, NBC director of television, west- 
ern division, seem to be enjoying Colo- 
rado's May weather in this scene on 


the campus of the University of Colo- 

rado. Mr. Bock was a speaker at the 

15th annual Newspaper Week conven- 

tion sponsored by the University's 
School of Journalism. 


ABC’s western div., gave a 
cocktail party and buffet May 
21 at the Beverly Hills Club in 
honor of Mark Woods, the 
American net’s pres., Paul Mow- 
rey, dir. of television, and other ABC execs. . . Robert F. Laws, pro- 
motion and publicity chief of KGO, spoke before the ad class at 
Stanford U. May 24 on “Radio as an Advertising medium.” .. 
Frank A. Tichenor, publisher of Aero Digest and Revista Aerea, 
and a pioneer in the aviation industry, has been elected president of 
the Wings Club in New York. .. New York state chairman of the 
10th annual Dairy Month, now, that is, is Roy H. Park, pres. of 


DUAL AWARD—Dow Chemical Co. and its agency, MacManus, John & Adams, 

Detroit, were given an award, recently, by the Society of American Florists for 

an institutional ad, "Beauty—ls a Business." Millard Hooker, left, ad manager 

of Dow, and R. A. Brewer, center, MacManus vice-president in charge of the 

account, received the citation from Robert H. Roland, executive secretary of 
the society. 


Agricultural Advertising & Research, Inc., Ithaca. . . 

Ernest L. Olrich, pres. of Munsingwear, Inc., Minneapolis, who 
suffered a heart attack several weeks ago, is making fine progress 
toward recovery, but is still confined to his home... John F. Royal, 
NBC v.p. in charge of television, is combining a business trip with 
his vacation in Mexico City... 

Accepting the gavel as new president of Chicago Federated Ad- 
club at the Hotel Continental week before last, Wesley I. Nunn, ad 
manager, Standard Oil (Indiana), heaved a sigh, gazed enviously 
at his predecessor, E. David Zipprodt, president, Zipprodt, Inc., and 
said, ““My personal ambition at this point is to be a past-president 
of CFAC!” Elon G. Borton, president, Advertising Federation of 
America, was presented a solid gold, engraved life membership 
card by members of the CFAC when he appeared as guest speaker 
at the meeting. In part, the card is inscribed, “In appreciation of 
outstanding service to the advertising profession.’ Mr. Borton is 
a former president of the club... 

Francis S. Murphy, publisher of the Hartford Times, and Eugene 
Wilson, vice-chairman of the United Aircraft Corp., have been 
named by Gov. Baldwin of Connecticut to a new five-man state 
commission responsible for regulation and development of aviation 
in Connecticut. . . Alfred C. Fuller, president of the Manufacturers 
Association, and C. Badger Brouillette of the C. A. Bader Co., have 
been elected to the board of governors, Connecticut Society for 
Crippled Children and Adults. 
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The annual CFAC Ox-Roast, SSM, Way 
) LQg7any Se 
discontinued since Pearl Harbor, will be SSS RN 
bets | EN 
revived in even greater splendor, Saturday, <2 


June [5 at Salem Farm, just Northwest 


ourmets from all over the country say buffalo meat 


of Chicago. All Chicago advertising Be teen ke tend pe a da 
s sae coast to coast feature it. The very thought of this choice dish, 
men and women, their families and ee very thoug s choice dis 


cooked in the open, as in the historic days of the wide open 
spaces is appetizer enough to keep you drooling till served. 


friends are invited to attend. 
off The lowly ox will be supplanted by a 


toothsome, meaty young Buffalo, 


Salem Farm’s 110 acres of beautiful countryside offer 
you everything for a perfect day’s outing. A lovely picnic 
grove, space for athletic contests, three soft ball diamonds, 
horseshoe courts, ping-pong tables—card room, bing-o room, 
modern rest rooms,—golf nearby for the elders; swings, pony 
s rides, etc. for the youngsters. Parking space in plenty. 
now enroute to Chicago. Salem Farm is 25 miles Northwest of Chicago. It is just 
north of the junction of routes 53 & 54. Easily reached by 
auto from any point in metropolitan Chicago. Admission 
tickets will bear road map. Tickets for this day of days can 
be secured through Chicago Federated Advertising Club Head- 
quarters, 139 N. Clark Street—FRAnklin 5365. 


This ad and space donated by COLLINS, MILLER & HUTCHINGS. 
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stories in True Confessions go 


straight to a young woman’s 


heart. That’s why so many buy 


every issue. Last year it was the 


largest ABC magazine on 


our newsstands. 


I feel as if the people in 

the stories talk right 
to me. That’s 
why I read it from 


cover to cover. 


Young women easily put themselves into True 
Confessions stories. Each reader 


tends to think of herself 


as the person hearing 
another’s troubles — 
and their solution. 


H.y, 4ul solutions to people’s 


everyday problems are con- 
tained in the stories of real 
persons working out 


their own difficulties. 
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is the best way to put sucha 
fine article as Rupert Hughes’ 
on ‘‘Courtesy.” He calls 
courtesy ‘‘the Golden Rule 
applied to little things.”’ 
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The young women who buy True Confessions at 
their newsstands every month are a great market. Over 
three-quarters of them are married. The millions of families 
they represent — the millions of dollars they spend — 
are the best reasons for seriously considering 


True Confessions as a medium 


for your advertising. 
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FAWCETT PUBLICATIONS, Inc., 295 Madison Avenue, New York 17, N. Y. 


WORLD’S LARGEST PUBLISHERS OF MONTHLY MAGAZINES 
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Tells Rexall Plans 


United - Rexall Drug Company, 
Los Angeles, plans to spend $8,-| 
000,000 in southern California in| 
the next three years, Justin W. | 
Dart, president, has disclosed. The 
chain, composed of 9,500 Rexall 
drug stores and 500 Owl, Sontag 
and Liggett drug stores, does about 


30% of its business in southern 
California, Mr, Dart said. 


Airlines Names Grant 


National Airlines, Miami, has 
appointed the Miami office of 
Grant Advertising to handle its 
account. Newspapers in on-line 
cities and magazines will be used. 


Swift & Co. Picked 
Worcester As a Test Market 


To Introduce Meats For 
Babies and Juniors... 


Worcester, the big, compact, responsive Central New England 
market, with an average family buying income of $4594, was the 
first city in the East — one of the test markets of the nation — picked 
for public introduction of Swift’s Meat for Babies and Juniors. As a 
test market, Worcester has a city population of 200,000, and 300,000 
more within its trading area—or half a million proven customers 
ready and able to buy. 


Since the first announcement in the Telegram-Gazette, there has 
been a brisk and steady call for Swift’s Meat for Babies and Juniors. 
With a daily circulation in excess of 135,000 and a Sunday circulation 
in excess of 95,000, you, too, will find the Telegram-Gazette the 
ideal sales builder in this great Central New England Market. 


th TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS — 
GEORGE F BOOTH Pubé'sher- pe 
PAUL BLOCK and ASSOCIATES, NATIONAL REPRESENTATIVES - 


OWNERS of RADIO STATION WTAG 


Ice Cream Makers 
Issue ‘Work Book,’ 
Set Sales Goal 


| Washington, May 29.—With an 
/ultimate sales goal of a billion 
| gallons of ice cream per year, In- 
‘ternational Association of Ice 
Cream Manufacturers is distribut- 
jing a 20-page, two-color public 
|relations “work book” to its mem- 
‘bers entitled “Telling the Ice 

Cream Story.” 

Intended to help members put 
|their sales messages across to 
| druggists, dairy farmers and con- 
sumers, the book contains many 
advertisements prepared especially 
for use by members wishing to 
contact these fields. Examples of 
newspaper publicity, radio an- 
nouncements and _ direct mail, 
along with instructions for using 
them, are included, 

Frequent punch lines, such as 
“Clarity Begins at Home” and 
“There’s Power in Words,” are 
employed. Copy is slanted to as- 


sist members in coordinating local 
programs- with the association’s 
national campaign. The associa- 
tion hopes to win greater under- 
standing and cooperation from 
members in convincing consumers 
that ice cream is economical, nu- 
tritious and tasty; persuading 
dairy farmers that members are 
helping build a bigger market for 
their products, and selling drug- 
gists the importance of ice cream 
as a merchandising, sales and 
traffic factor in their stores. | 

The booklet was prepared by 
Henry J. Kaufman & Associates, 
Washington, 


Open Road Office Moves 


The Open Road _ Publishing 
Company has moved its Chicago 
office to Garrick Theater building, 
64 W. Randolph St., Chicago 1. 


KSTP Gets Video Band 


The Federal Communications 
Commission has awarded a black 
and white television channel to 
Station KSTP, Minneapolis and 
St. Paul. 


Advertising Age, June 3, 1946 


New Haven Admen Elect 


James J. McCarthy, Connecti- 
cut manager, Land O’Lakes 
Creameries, has been elected presi- 
dent of the New Haven Advertis- 
ing Club. Other new officers in- 
clude: First vice-president, Harry 
F. Lasher, Michaels, Inc.; second 
vice-president, Fred T. Backstrom, 
First Federal Savings & Loan As- 
sociation; secretary, Vincent M. 
Reynolds, New Haven Chamber of 
Commerce, and treasurer, Barry J. 
Meeham, S. S. Kresge Company. 


Approve Illinois Survey 


The Illinois Daily Newspaper 
Markets, composed of 49 newspa- 
pers outside Chicago, has approved 
a plan to sponsor a survey of con- 
sumer buying habits, including 
relative sales of brand name prod- 
ucts, to be conducted in members’ 
cities beginning next month. 


| Zenith Promotes Bonfig 


H. C. Bonfig, vice-president in 
charge of household radios of 
Zenith Radio Corporation, Chicago, 
has been appointed vice-president 
and director of sales. 


to the high-type farm family. 


*Source: Crops and Mar- 
kets, U. S. Dept. of Agricul- 
ture, Oct. 1945. 


Because of the vitality of its pages 
Southern Agriculturist strongest appeal is 
Isn’t it 
logical, therefore, to assume that Southern 
Agriculturist families in this prosperous 
area enjoy more than an average share 
of the farm South’s spendable income? 


The place for your advertising to the 
farm South is in Southern Agriculturist. 


Southern Agriculturist concentrates 
more than 961,000 circulation (Dec. °45 
issue) in 16 Southern states. Farmers in 
these states enjoy 35.6%* of agricultural 
America’s total spendable income (income 
beyond cost of production, rent, living, 
etc.) 


. ee from this Standpoint 
Southern Agriculturist 
Families are a Stand Out 


NASHVILLE @ ATLANTA @ LOS ANGELES @® NEW YORK @ CHICAGO @ DETROIT 
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|conflicts that must be decided on 
_ television facilities will be these 
| would-be New York operators: 
|Bamberger Broadcasting Service; 
Bremern Broadcasting Corpora- 
tion; ABC; News Syndicate Com- 
pany; WLIB; Raytheon Mfg. Com- 
pany; Debs Memorial Radio Fund, 
Inc., and Sherron Metallic Cor- 
poration. In addition to New York, 
FCC must eliminate a surplus of 
contenders in Los Angeles, Phila- 
delphia, San Francisco, Lancas- 
ter, Pa., and Toledo. 

The 18 FM competitors in Chi- 


Today. the beg wide Weet ws etll o lond of brigh! promise and great oppornunity 
modern — 


and enterprise of man have built 


@ empire and crowned it with @ 
City of the Weer) 


metropolis —DENVER— 


Jor success!.! enterprise offers enlarged opportunities to those who are looking for a place to establish 
© factory of branch oway trom highercost. congesied cress THERE IS ROOM 


CHECK THESE ASSETs @ / ..— 


cago include: Agricultural Broad- 
casting Company; Amalgamated 
Broadcasting System, Inc.; ABC; 
Balaban & Katz; Chicago Federa- 
tion of Labor; Drovers Journal 
Printing Company; Dual Engi- 
neering Corporation; UAW-CIO; 
Johnson Kennedy Radio Corpora- 
tion; Lincoln-Belmont Publishing 
Company and Myers Publishing 


Company; NBC; Raytheon Mfg. 
Company; Telair Company; 
WAIT; WGES; WJJD, Inc.; 


WSBC and Nathan Schwartz. 


Collins Joins Benedict ‘Salsbury Promoted 


Lorin Collins, with the Jam | David M. Salsbury, formerly 
Handy Organization for the past | vice-president and general man- 
five years, has joined the creative | ager for the Westinghouse Elec- 
staff of Benedict, Inc., Detroit,| tric Supply Company, New York, 
producer of visual training and! has been appointed executive vice- 
promotional material. | president, succeeding Walter Wil- 
| liamson, retired. 


Clair Opens Art Studio — m 
Ralph W. Clair, formerly art di- Eureka Adds Subsidiary 
rector of Fox Wisconsin Theaters) Eureka Williams Corporation, 
in Milwaukee, has opened his own Chicago, has acquired the National 
studio at 155 E. Ohio St., Chicago, | Stamping & Electrical Works, Chi- 
where he will engage in all phases| cago, maker of home and elec- 

of art for advertising. | trical appliances, as subsidiary. 


SEWO FOR BOOKLET “INDUSTRIAL BEMVER” | * 
(Or outline your needs. Information gives will be held in conti 
dence. A stall of trained specialists is ready to serve. Write: 


Dadustrial 
DENVER CHAMBER OF COMMERCE a 


Oo AL peTEBETON 
COMER FOR UA 


O02 CHAMBCR OF COMMERCE BEILOINS 
OEMVER 2. CoLOnaDe 


a commenomts 
wr PaTURC 


FOR INDUSTRY—The Denver Chamber 

of Commerce has launched a campaign, 

in which this is one of the pages, using 

four business papers, covering different 

industries, to promote the "Go West" 

theme. Curt Freiberger & Co. is the 
agency. 


FCC Drops Plan 
for Special FM 
‘Rural’ Stations | 

| 


THE 


Washington, May 28.—FCC to- 
day formally abandoned the idea 
of special “rural” FM_ stations, | 
deciding instead to have rural-| 
metropolitan stations where high | 
power and broad coverage is de- | 
sired. In addition to more powerful | 
FM stations, which are to have 60) 
of the 80 proposed commercial | 
FM channels, FCC will license low | 
power “community” stations on) 
the remaining channels to meet| 
special needs of small areas. 

To provide 20 channels for| 
“community” or “Class A” sta-| 
tions, FCC will release 10 FM) 
channels currently frozen for fac- | 
simile. In the future facsimile} 
transmission will be authorized on | 
any FM channel—whether Class A | 
or Class B (metropolitan-rural). | 


Applicants to be Heard 


Eight applicants will compete | 
here Monday for the remaining | 
four “downstairs” commercial tel- 
evision channels for New York | 
City, and 18 applicants will appear | 
at a hearing in Chicago on the) 
allocation of FM channels for that | 
city. 

Appearing in one of the six major | 


ally. 


( 


Gasoline and Oil Adver- 
tisers placed 57.2% of 
their 1945 lineage in the 
Buffalo Courier-Express. 


Figuring daily lineage alone, 
52.8% appears in this favorite 
Buffalo newspaper. All of which 
is one more bit of evidence that 
whether you sell to men, or 
women, or both... 


--» You Need the 


Buffalo 


LAMP 


LIGHTER 


ODAY, as in the past, New Eng- 
land has its lamp lighters in a few 
localities, retained because of tradi- 
tion. For tradition, in New England, 
is stronger perhaps than in any other 
part of the country. 


The local community, the bank, 
church, town hall and its own radio 
station are linked together tradition- 


The Yankee Network, in turn, with 
its 23 local hometown stations, serves 
these key communities as only local 
stations can serve them—linking them 
together to form New England's 
greatest radio market. 


For over all coverage, with direct 
impact in each trading area, Yankee 
is your only buy. 


steceptance <2 THE YANKEE NETWORK’S Foundation 


THE YANKEE NETWORK. inc 


Yd se FO 
yyy 4 


een: * 


Member of the Mutual Broadcasting System 


yp ress. 21 BROOKLINE AVENUE, BOSTON 15, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 


(our? 


BUFFALO'S ONLY 
MORNING & SUNDAY NEWSPAPER 
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Newspapers Get 
First Copy in New 
Wagner Act Attack 


Starts in New York, 
Detroit; May Expand 
to All Major Cities 


New York, May 28.—Urging 
that citizens take action now to 
“Save your government from 
labor-boss dictators,” the Com- 
mittee for Constitutional Govern- 
ment this week took full-page 
advertisements in the New York 
Herald Tribune and Detroit Free 
Press, and said the campaign 
would be spread to other major 
cities “if response warrants it.” 

The Committee for Constitu- 
tional Government is an educa- 
tional organization, incorporated 
under District of Columbia laws, 
its public relations director, G. E. 
Hancock, told ADVERTISING AGE. 
He said the committee has been 
in existence for nine years, be- 
ginning as “Committee to Uphold 
Constitutional Government” in 
1937, and incorporated under its 
present name in 1940. According 
to Mr. Hancock, the committee is 
non-partisan and _ non-political, 
concerning itself merely with con- 
stitutional questions. 

The committee has taken space 
several times to present its views, | 
he said, with the most notable ex- | 
penditure in 1940 when it ran 
full pages across the country urg- 
ing voters to choose their candi- 
dates carefully in the primaries. 
He said the advertisements in New 
York were placed through Gaha- 
gan & Turnbull, and that a De- 
troit agency would be used for 


Selling 
Power 


of complete 
ONE paper coverage. 


that’s what 
makes 
NEW BEDFORD 


one of New England’s 
outstanding “‘BUYS”’ | 


A" LARGEST 


MARKET 
in Massachusetts 


% Sales Management's maga- 
zine monthly index of retail 
activities shows New Bedford 
as one of the "high spots’ in 
New England. 

* Over 200 large industries 
furnish steady employment. 


* Third largest fishing port on 
the Atlantic coast. 


You Sell the Market with 
One Newspaper 


|insertions there. 
'placed at local rates, he said. 


The copy was 


Seeks 8-Point Action 


The advertisement urged spe- 
cifically that citizens tell their 
Congressmen to: (1) Rewrite the 
Wagner Act; (2) subject unions 
to anti-racketeering law; (3) pre- 
vent welfare funds from being 
used to subsidize strikes; (4) sub- 
ject unions to  anti-monopoly 
laws; (5) amend the corrupt prac- 
tices act to include misuse of 
union funds; (6) repeal Norris- 


LaGuardia Act; (7) require unions 
to hold “fair” annual elections 
and publish annual audits; (8) 
prohibit closed shop and checkoff 
of dues without separate individ- 
ual consent of each employe. 
The committee has no separate, 
regular advertising budget, Mr. 
Hancock said, but uses advertising 
from time to time when some con- 
stitutional question arises. One of 
the principal sponsors of the orig- 
inal committee was Frank Gan- 
nett, head of the newspaper chain, 


and Mr. Gannett is currently one. 


of the committee’s trustees. . 

Two other members of the com- 
mittee are familiar to the publisn- 
ing business, S. S. McClure, who 
published the now defunct Mc- 
Clure’s, and Mrs. Henry Doorly, 
wife of the publisher of the Omaha 
World-Herald. Also among the 
trustees are Samuel B. Pettengill, 
former Indiana Congressman, and 
E. H. Moore, now Senator from 
Oklahoma. 

Mr. Pettengill is currently a 
news commentator on ABC, with 
a Sunday afternoon broadcast 
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sponsored by America’s Future, 
Inc. America’s Future is. still 
listed as a publication by the New 
York telephone directory, but Mr. 
Hancock says it no longer pub- 
lishes a magazine. It has the same 
address and telephone as the Com- 
mittee for Constitutional Govern- 
ment, 

Although the committee has no 
advertising budget, it does main- 
tain a standard audit for its run- 
ning expenses, which were $315,- 
292 in 1943 and $367,789 in 1945. 
The committee does not retain an 


NUTS 


In an IRON AGE editorial, Mr. J. H. Van Deventer uses a 


fable of nut-gathering squirrels to point out the dangers in- 


herent in governmental manipulation of the monetary sys- 


tem. It's the old, old story! When the supply of nuts was 


plentiful, the squirrel community set up a "nut bank," in which 


the nut surplus was stored. To facilitate the exchange of 


goods for services, tokens were issued in various denomina- 


‘tions. All went well until two things became apparent: First, 


that issuing tokens was far less work than gathering nuts. 


Second, that control of the tokens was the most direct route 


to political power. Liberal distribution of tokens—finally 
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advertising agency and says it 
just happened to pick Gahagan & 
Turnbull for the current copy. Al- 
though the committee lists its as- 
sets and expenditures, it has never 
revealed the source of its dona- 
tions, and insists that this is a 
fundamental right of privacy. 


Cleared of Contempt Charges 


This stand resulted in some un- 
pleasantness before Congressional 
investigating committees, first 
with the committee headed by | 
Sen. Sherman Minton of Indiana, | 


in 1938, and later with the House 
committee headed by Rep. Clinton 
Anderson, now Secretary of Agri- 
culture. The refusal to reveal 
names of contributors led to the 
indictment of the committee’s ex- 
ecutive secretary, Dr. E. A. Rum- 
ley, for contempt. He was ac- 
quitted of the charge in federal 
district court in Washington two 


weeks ago. 
In 1945, the committee drew 
$197,699 of its total budget of 


$367,789 from 11,671 contributions, 
$20,206 from pledged contribu- 


tions, and $149,884 from the sale 
of books and literature, which in- 
cluded among others “Bill of 
Rights,” “Constitution of the 
United States,” “For Americans 
Only” and “Spirit of Enterprise.” 
The desired budget for 1946 is 
$600,000. In addition to other in- 
terests of the committee, it has 
been active in promoting the 22nd 
amendment, which would limit the 
power of Congress to tax incomes 
to 25%. This amendment, Mr. 
Hancock asserted, has been rati- 
fied by 17 states to date. 


Agency Net to Convene 


National Advertising Agency 
Network will hold its 15th annual 
conference at the Broadmoor 
Hotel, Colorado Springs, June 12 
through 16. Paul West, president, 
Association of National Advertis- 
ers, will be guest speaker. 


Kimball Promotes Jones 


Kay C. Jones, formerly in charge 
of media and production of Ab- 
bott Kimball Company, Los An- 
geles, has been promoted to ac- 
count executive. 


against trees still to be planted—paved the way for disaster 
in the year of the nut tree blight. 


We, at Chilton, feel that the moral of this fable is clear. The 
natural penalty of ignoring an unbalanced budget is infla- 
tion and a reduced standard of living for everyone! And we 
feel that right now is the time to take steps toward effecting 
a balanced budget .. . the time to revive the belief in the 
virtue of work and thrift. 


CHILTON COMPANY, (Inc.) 


Chestnut and 56th Sts. 


Philadelphia 39, Pa. 


JOURNAL AND REVIEW OF OPTOMETRY - 


ALTION > 


100 East 42nd Street 
New York 17, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE - 
THE SPECTATOR PROPERTY INSURANCE REVIEW - 


CHILTON 


Chilton sources and influences are world-wide. Together with 
another publisher, Chilton Company (Inc.) has an equal 
interest in Business Publishers International Corp., publishing 


THE AMERICAN AUTOMOBILE 


(Overseas 


Edition): EL 


AUTOMOVIL AMERICANO; INGENIERIA INTERNACIONAL 


INDUSTRIA; INGENIERIA 
CION; and EL FARMACEUTICO. 


INTERNACIONAL CONSTRUC.- 


AUTOMOTIVE AND AVIATION INDUSTRIES 
DISTRIBUTION AGE 


‘Babcock and Shears Join 
Hill Blackett Agency 


Frank R. Babcock, for the past 
/seven years with Illinois Power 
| Company, Decatur, IIll., as assist- 


Frank Babcock Glen Shears 


ant to the president in charge of 
new business matters, and before 
that advertising manager of United 
States Gypsum Company and Nash 
Motors Company, has been ap- 
pointed account executive of Hill 
Blackett & Co., Chicago. 

Glen E. Shears, formerly with 
Dancer - Fitzgerald - Sample and 
Blackett - Sample - Hummert, has 
joined the Hill Blackett agency as 
senior member of the plan and 
creative staff. 


CIRCULATION 


| {100,000 home delivered) 


370,000 


4th largest city zone 


| 
| 
_ audience in New York 

| You open a new main line to 
volume and profit when you 
work the New York Post and 
Home News combination. You 
send your story to 370,000 
ample-budget families—to 27% 
of them by way of Home News 
unique-in-New York home de- 
livery. On high-visibility tab- 
loid pages, you sell the fourth 
largest city-zone newspaper 
audience in America’s No. 1 
_market. 


Mary McClung, Adv. Dir. 


DOROTHY S. THACKREY, Publisher 
T. 0. THACKREY, Editor & General Manager 


Stanley Syman, Adv. Dir. 


Nationally represented by 


THEODORO ADVERTISING SERVICE 
75 WEST ST., N. Y. C. 6 


| Edward C. Kennelly, General Manager 
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Switch News Programs 


The New York Times on July 1 
will switch its hourly newscasts 
from Station WMCA to its own 
stations, WQXR and WQXQ. The 
Herald Tribune, which has been) 
using one news period daily on | 
WOR and four periods on WABF | 
(FM station), will pick up the 
hourly news tab dropped by the 
Times at WMCA and will con- 
tinue the WOR and WABF news- | 
casts. Both papers have an- 
nounced that their newscasts will | 
be “unsponsored and non-commer- 
cial.” 

Cain Agency Moves 

Jeanette Cain Advertising. 
Agency, Los Angeles, has moved | 
to larger quarters at 315 W. Ninth 
St. 


SIMPSON-REILLY, LTD. | 


Publishers Representatives 


SINCE 1928 
SAN FRANCISCO LOS ANGELES 
RUSS BLDG. GARFIELD BLDG. } 


Arnold Invites Trouble 


_—from Business Men 


Washington, May 29.—Perhaps 
he doesn’t feel that way but we 
suspect that Mr. Lawrence F. 
Arnold, acting director of the 


i\Commerce Department small 


business division, has a bear by 
the tail when he invites business 
men who want scarce material 
price adjustments on government 
contracts to give him a ring on 
Republic 7500, Ext. 72317. 

Still, as a man who has served 
three terms in the House of Rep- 
resentatives, Mr. Arnold should be 
in a position to estimate the re- 
sponse to his circular letter mailed 
to business men this weekend to 


By STANLEY-E. COHEN, Washington Editor. 


| promise ‘on-the-spot’ service for 
| businesses enmeshed in govern- 
/ment red tape. 

While many business men may 
hesitate to unburden their hearts 
to a public official, it would seem 
that if Mr. Arnold’s performance 
measures up to the professional 
excellence of his letter of solicita- 
tion he will give the private ‘“con- 
sultants” and “troubleshooters” 


ernment service more understand- 
able and useful to the average 
business man is a newly published 


| 
| 


outline form the opportunities and 
mechanics of RFC loans. 
ws oe u 

Housing interests which killed 
re-sale price ceilings on homes, 
and nearly wrecked the entire 
Wyatt program, are asking Con- 
gress to junk the presidential re- 
organization plan continuing war- 
born NHA as a permanent “hold- 
ing company” for the multitude of 
government agencies in the hous- 
ing field. Realtors and others feel 
there is less possibility of vast 
public building projects if the 
agencies remain autonomous. 

The telephone shortage is still 
with us, the utilities tell CPA in 
asking for continuation of OG U-2 


|restricting new installations. With 


competition worth worrying about. | the lead shortage delaying manu- 

Note: Washington troubleshoot- | facture of new cable, the industry 
ing is only a minor function of|has had three times as Many ap- 
the small business division. More | plications for service as it ex- 
typical of its efforts to make gov- | pected and only half as many dis- 


connections. 
* * Bg 


Under Secretary of Commerce | 
four-page pamphlet explaining in| Alfred Schindler will concentrate 


Read what these Dealers say 
about CAPPER’S FARMER subscribers 


After inspecting the Capper’s Farmer sub- 


scription list for their area, these dealers of 


Marysville, Marshall County, Kansas said: 
“Fully 90% of the farm families who subscribe to 


a ’s Farmer in this region are outstanding— 
both as farmers and customers.” 
a ds Artman— Druggist 


“They re representative of the Best Et farm families 
iF 


>? 
we have ere. 


“Their success as farmers is shown in their extra 
‘ 


purchasing power.” 


L. J. Howell— Building Materials Dealer 
ree ’s Farmer is reaching the top-grade farmers 
: ‘ 


. ? 
s trade area. 


of t 


E. R. Craven— Farm Implement Dealer 


“The readers of Capper’s Farmer in this section are 
. > 


el: 
our best farm amiltes. 


M. Kraemer—Home Furnishings Dealer 


«ec 


mobile prospects.” 


R. M. Meyers—Automobile Dealer 
“The subscription list duplicates 80% of the farm 


families I consider my best customers.” 


eh M. Belnap— Electric Appliances 


... the farm families I would consider ideal auto- 


P. 


liott— Grocer 


families rely upon. 


New barns or cooking short cuts—whatever the activity 


—if it involves Mid-America’s dominant farm families 
Capper’s Farmer will have a hand in it. To 1,275,000 
prosperous farm families Capper’s Farmer serves as counsel, 
business partner and teacher. Because these families rely 

so completely on Capper’s Farmer, it exerts a strong in- 
fluence on their buying habits. These farm folk are the ones 


with extra buying power... recent dealer surveys prove it. 


Yes, your advertising gets results when it appears in 


Capper’s Farmer—the magazine Mid-America’s top farm 


The Farm Magazine That Dominant Farm Families Heed 
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during the next three months on 
out-of-town speaking assignments, 
assuming that he is not promoted 
to a more important job in the 
,administration, Schindler has re- 
linquished the vast administrative 
responsibilities handed him last 
fall, and is definitely interested in 
a better job—either in government 
or industry. 
* a Bg 

Probably it was only a coinci- 
dence but FTC, which has a com- 
missioner named Freer, went to 
the trouble of extracting a stipu- 
lation from a Sunbury, Pa., 
baker for misleading advertise- 
ments about a “Freer trophy.’”’ The 
commission objected because the 
baker implied that the trophy, for 
superior flavor, had been awarded 
in a nationwide contest, whereas 
only 44 of the nation’s 20,000 
bakeries had competed. 

Co * % 

Working with a skeleton staff 
and a miserly budget, the Presi- 
dent’s special committee review- 
ing the patent system is trying 
hard to get out some kind of re- 
port by mid-summer. At work 
now for more than a year, the 
| committee has had less-than-sat- 
|isfactory cooperation from some 
segments of the patent bar, but 
' will undoubtedly have more-than- 
average criticism. 


% a 


| It is widely accepted here now 
‘that Lt. Gen. E. B. Gregory will 
| withdraw from the surplus prop- 
| erty disposal picture in favor of 
| another general, now that the vast 
| simplification in selling procedure 
_has been completed. Under the 
| plan worked out and installed by 
Gregory, salesmen will be _ sta- 
_ tioned at hundreds of military 
| warehouses and bases so that mail 
| ordering can be reduced to a mini- 
/mum. 


Increases Ad Rates 


Better Farms, Pulaski, N. Y., 
| will increase its advertising rates 
| from 40 cents to 50 cents per line, 
effective July 1. Current contracts 
/and those received prior to July 1 
'will be protected for 12 months 
from the date received. 


| Starts Razor Blade Drive 


Offering two cartons of Berkeley 
blades and a windproof lighter for 
$1, Consolidated Razor Blade Com- 
|pany, New York, has begun copy 
‘in the Providence Bulletin and 
_Waterbury Republican, with ex- 
|/pansion planned to 220 newspa- 
_pers. Grey Advertising Agency is 


|in charge. 


ity, 


High Fashion reports by salaried 
correspondents from leading fash- 
ion centers are carried regularly 
in The Times Herald's Woman's 
Section. Texas women read The 
Times Herald for fashion guid- 


ance. 


THE DALLAS 


TIMES. 
HERALD 


| 
| 
| DALLAS’ GREATEST NEWSPAPER 
| 


Represented by 


THE BRANHAM COMPANY 
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Test Sta-Flo, 
Liquid Starch, 
in Indianapolis 


Decatur, Ill., May 29.—Satura- 
tion testing of “Sta-Flo,” a new 


ing a coupon campaign are used |tribution facilities for marketing 
/over Stations WISH and WFBM, | liquid starch. It uses a_ special 
| Indianapolis. starch made in its own corn proc- 
essing plant. Extensive tests were 
Made Decatur Tests lmade in the company’s labora- 
In preliminary tests in Decatur, | tories to perfect a product which, 
Staley reports that women users | it is claimed, does not sour, settle 
said Sta-Flo was especially handy | or separate. 
ready-to-use liquid laundry starch, | for “in-between wash days,” small Hill Blackett & Co., Chicago, is 
is under way in Indianapolis. washings and “hurry-up” jobs. | the agency. 
A. E. Staley Mfg. Company, | The company claims to be the ————— 
Decatur processor of corn and soy- first starch manufacturer to get| Edits ‘National Grange’ 
beans, and maker of Sta-Flo, says | into the liquid starch business, wijjiam A. Ayres, formerly edi- 
the new household product will and also says that it is the first | tor of the California Grange News, 
be distributed on a nationwide | Starch firm with nationwide dis-' has been named editor of National 
basis if the Indianapolis test. 


29 


Grange Monthly, official publica- | Appoints Deckard 


tion of the National Grange. He 
succeeds Charles M. Gardner, who 
has been commissioned to write a 
history of the organization. 


Names Sutherland-Abbott 


Sutherland-Abbott, Boston, has 
been appointed to handle the ad- 
vertising of Norma-Hoffman Bear- 
ings Corporation, Stamford, Conn. | 
Lucius I. Wightman, who retired 
June 1, has been the company’s 
advertising agent for the past 34 
years. He will continue in a con- 


sulting capacity. 


Floyd E. Deckard, with eastern 
agencies before serving in the 


|; Merchant Marine during the war, 


has been named art director of 
Stevens - Lander - Young, Los An- 
geles agency. 


Admen to Meet in Paris 


The French National Advertis- 
ing Convention will be held from 
June 26 to 29 in Paris. Delegates 
invited include representatives 
from Great Britain, United States, 
Belgium and Switzerland. 


proves satisfactory. It is claimed | ° 


that Sta-Flo contains bluing and | 
the necessary ironing aids, and 
does not have to be mixed, cooked | 
or boiled. Product is packaged in | 
a one-quart bottle which, added. 
to water, makes a gallon of starch. | 

To promote Sta-Flo in the In-| 
dianapolis area, Staley is using 
four-color comic section advertis- | 
ing in the Indianapolis Star and. 
Muncie Star, plus five-day par-| 
ticipation programs on Stations. 
WIRE and WIBC, Indianapolis. | 
Spot announcements supplement- 


“BETTER THAN 
AVERAGE” | 


A Market of 108,500 Wealthy © 
Readers........Not Justa 
Population Figure 


Pantagraph Land has 108,500 | 
Pantagraph readers who have | 
better-than-average buying power 
. .- $1,180 per capita ($155 higher 
than the U.S. average). Panta- — 
graph Land contains all of Mc- | 
Lean County, among the top 620 | 


counties in the U.S. who contain | 


MAJOR SALES FACTORS IN THE OREGON MARKET 


EVERY RETAIL DOLLAR SPENT IN PORTLAND IS MATCHED 
BY TWO SPENT ELSEWHERE IN THIS MARKET 


Don’t overlook this billion dollar retail market ...and don’t overlook 
this fact: nearly two-thirds of this retail business is outside of Portland. 
For maximum sales in the Oregon market, use The Oregonian, the 


| newspaper that covers both—the city of Portland and the outside market. 


Population Foods Drugs — 
0 r sal er Sales Sales 
eS oF peut cee poem CITY OF PORTLAND 29% 30% 44% 36% 
92.8% of the total wholesale sales BALANCE OF OREGON MARKET 71% = 70% = 56% == 64% 
. - - 89% of the value added by TOTAL OREGON MARKET 100% 100% 100% 100% 


(Percentages computed from Sales Management 1946 Survey of Buying Power.) 


manufacture . . . 70.6% of the 


civilian population . . . 35% of 


the value of farm production. 


The Pantagraph alone reaches 


this exceptionally well-to-do ectively reach 


regon 
ngle 


To eff 
the whole Oreg® 
market with @ 5! 
newspaper, USE °°" 


market . . . 93% in the Blooming- 


ton city zone . . . 86% in McLean 


Che Oregonian 


County . . . 73% in the rich, pros- PORTLAND OREGON 
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Market-Wide Circulation Leadership—Daily and Sunday 
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Begins Heater Campaign 


Jud Whitehead Heater Company, 
Oakland, Cal., maker of electric 
water heaters, has launched a 
campaign in The Saturday Eve- 
ning Post, Successful Farming and 
Sunset Magazine, through James 
Houlihan Advertising Agency, 
Oakland. 


Handles Book Promotion 


Foster & Davies, Cleveland 
agency, has been appointed to 


Pet, Ci 


handle publicity, advertising and 
preparation of a 150-page Ameri- 
can Legion souvenir book to be 
distributed at the Legion’s Ohio 
convention 
17-20. 


Inland Press Elects Three 


The Inland Daily Press Associa- 
tion has elected the following to 
/its membership: Reporter, Inde- 
| pendence, Kan.; Chronicle, Boze- 
/man, Mont., 


Neb. 


47.3% 


INCREASE 
IN 3 YEARS 


This leading co-op paper 


SUBSCRIBE NOW. 


Kansas City 13, Mo. 
sumer for a full year. 


America’s Fastest Growing 
CO-OP Newspaper 


Today, 140,000 persons receive the Cooperative Con- 
sumer twice monthly versus 95,000 three years ago 
—AN INCREASE of 47.3%. 


Union and 23 foreign countries. 


Why? Because it is a fearless expounder of liberal 
economics, publishing a great deal of material not 
generally found in the commercial press. 


It is alive to the vital social issues of today and to- 
morrow. Moreover, it covers the cooperative field 
both nationally and internationally. 


Accepts co-op advertising only. 
To keep up with the co-ops—all over the world— 


Sign and Mail This Coupon 
Fill out this coupon. Enclose only 25 cents and 


send to the Cooperative Consumer, P. O. Box 2359, 
You will receive the Con- 


reaches every state in the 


in Cleveland August | 


and Times, Beatrice, 


features 


... and neadet tt 


THE CHICAGO SUN 
400 West Madison St., Chicago 6, Ill. ¢ 250 Park Ave., New York 17, N. Y. 


National Representatives: THE BRANHAM COMPANY 
CHICAGO; 360 North Michigan Avenue » NEW YORK: 230 Park Avenue 
Atlanta» Charlottes Dallas+ Detroit + Kansas City « Los Angeles « Memphis « St. Louis+San Francisco. | Ford Motor Company’s Bob Crosby 
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1946 Summer Replacements on Four Major Networks 


Sponsor 
Armour & Co. 
Bristol-Myers Co, 


| Ford Motor Co. 


| Phileo Corporation 
Prince Matchabelli, 
Procter & Gamble 
Sweets Co. of America 
U. S. Steel 


Ine. 


Campbell Soup Co, 


Celanese Corp of 
America 

Chrysler Corporation 

Cresta Blanca 


Musie 


170 Electric Companies 
General Foods 
General Foods 
General Foods 

Man 
Lever Brothers 
Thomas J. Lipton, Ine. 
P. Lorillard Co. 
Noxzema Chemical Co. 


Pabst Sales Co, 
Procter & Gamble 


Conti Products Corp. 


D. L. & W. Coal Co. Shadow 


General Foods Corp. 


Gum Laboratories 
Helbros Watch Co. 


Pepsi-Cola Co. 

Petri Wine Co, 

Revere Copper & Brass 
Seven-Up Co, 


Wander Company 


Bristol-Myers Co. 


Colgate-Palmolive-Peet 
General Foods Corp. 


Kraft Foods Company 


Lever Brothers 
Lever Brothers 


Bob Hope 
P. Lorillard Company 
Procter & Gamble 
Procter & Gamble 
Procter & Gamble 

R. J. Reynolds Tobacco 
Socony-Vacuum Oil Co. 
Standard Brands, Inc. 
Standard Brands, Ine. Fred Allen 


Westinghouse Electric 
Corp. 


Sunday Evening Hour 


Hall of Fame 
Stradivari Orch. 
Glamour Manor 
Dick Tracy 
Theater Guild 


COLUMBIA BROADCASTING SYSTEM 


Jack Carson 
Great Moments of 


Andre Kostelanetz 
This Is My 


Nelson Eddy 
Kate Smith Sings 
Baby Snooks Show 
Adventures 
Lux Radio Theater 
Inner Sanctum 
Frank Sinatra 
Mayor of the Town 


Danny Kaye 
FBI in Peace & War 


House ot Mystery 


Sweetheart Time 
Quick As a Flash 


Quentin Reynolds 
Sherlock Holmes 
Fresh Up Show 
Capt. Midnight 


Judy Canova 
Dinah Shore 


Great Gildersleeve 


Amos ‘’n’ Andy 


Meet Me at Parky’s 
Truth or Consequences 


Life of Riley 
Rudy Vallee 


Co Abbott & Costello 
Information Please 


Bergen-MeCarthy 


Replacement 
Dropped 
Break the Bank 


Music 


Stairway to Stars 
Hiatus 

Eddie Dunn 
Dropped 

Hour of Mystery 


Hiatus 
Dropped 


Dropped 
Best Encore Theater 
Robert Shanley and 
Anne Jamison 
Aldrich Family 
Hiatus 
of Thin Dropped 
Hiatus 


Hiatus 
(Vox Pop replaces Aug. 
Hiatus 


Hiatus 


Mercury Theater 
Hiatus 


Procter & Gamble Lanny Ross Show Hiatus 
Proter & Gamble Jack Smith Show Hiatus 
United Drug Co. Durante-Moore Wayne King’s Orch. 


Starlight Serenade 
Hiatus 
Hiatus 


To 15 Minutes 
Abbott Mysteries 


Dropped 


Hiatus 
Hiatus 


Hiatus 


Hiatus 
Dropped 


Hiatus 


Man Called X 
Hiatus 
Hiatus 


Hiatus 
Hiatus 


Vaughan Monrve Orch, 
Benny Goodman’s Orch. 


Alex Templeton 


Tommy Dorsey’s Orch, 


Westinghouse Program Dropped 


Ford Festival of American 


Casebook of Gregory Hood 
Exploring the Unknown (Remains as Sustainer) 


Dunninger (ist 4 weeks) 


AMERICAN BROADCASTING COMPANY 


Program 
Hedda Hopper 
Alan Young 


Date 
June 3 
July 5 


Agency 
Foote, Cone & Belding 
Doherty, Clifford & 
Shenfield 


June 30 Kenyon & Eckhardt 


Hutchins Advertising 
Morse International 
Benton & Bowles 
Ivey & Ellington 
BBDO 


May 
June 
July 
June 
June 9% 


Drage 


July 3- 
Sept. 25 
June 26 


May 30 Ruthrauff & Ryan 
June 4- BBDO 

Aug. 27 
June 16 


Ward Wheelock Co. 
Young & Rubicam 


N. W. Ayer & Son 
July 5 
June 16 
June 16 


July 1 J. 


Foote, Cone & Belding 
Young & Rubicam 
Benton & Bowles 
Walter Thompson 
oO. 
37) July 2 Young & Rubicam 
June 5- 
Sept. 11 
July 13- 
Aug. 31 
June 7 
July 4- 
Aug. 15 


Lennen & Mitchell 
Ruthrauff & Ryan 


Warwick & Legler 
Biow Company 


July ti- 
Aug. 16 
July i1- 
Aug. 16 
June 14 


Compton Advertisinzs 


Dancer-Fitzgerald- 
Sample 
N. W. Ayer & Son 


MUTUAL BROADCASTING SYSTEM 


Treasury Hour of Song 


Bermingham, Castle- 
man & Pierce 


June 2 
June 8 

or 15 
June 16 
June 9 


Ruthrauff & Ryan 
Benton & Bowles 


Makelim Associates 

Wm. H. Weintraub & 
Co. 

Newell-Emmett Co. 

Young & Rubicam 

St. Georges & Keyes 


May 19 
June 3 
June 30- 
Sept. S 
June 26 J. Walter Thompson 
+o. 

June 21- Hill Blackett & Co. 
Sept. 23 


NATIONAL BROADCASTING COMPANY 


Duffy’s Tavern 


June 21- 
Sept. 20 
July 6 
June 6- 
Aug. 29 
June 15- 
Sept. 8 
June 4 
June 18- 
Sept. 17 
June 9- 
Sept. 15 
July 6- 
Sept. 7 
July 13 
July 4 


July 4 
July i1- 
Sept. 9 
June 2- J. 
Aug. 25 
July 7- 
Sept. 29 


June 30 


Young & Rubicam 


Ted Bates, Ine. 

Young & Rubicam 

Needham, Louis & 
Brorby 

Ruthrauff & Ryan 

Foote, Cone & Belding 


Lennen & Mitchell 
Compton Advertising 
Biow Company 
Kastor, Farrell, 
Chesley & Clifford 
Wm, Esty & Co, 
Compton Advertising 
Walter Thompson 


J. Walter Thompson 


MecCann-Erickson 


65 Network Shows 
Bow Out: Musicals 
Top Fill-in Choice 


Two Dozen Vacationing 
Without Replacement; 
Few Still in Doubt 


New York, May 29.—At least 
_65 sponsored shows on the four 
|/national networks are slated at 
' this writing for replacement dur- 
ing the warm months, for sum- 
/mer hiatus periods or for outright 
cancellation. Some two dozen are 
scheduled to take vacations from 
| the air without sponsored replace- 
ments, most of the hiatus periods 
| beginning around July 1. Light 
| musical fare continues the favorite 
|in replacement choices. 
| The accompanying table, which 
supplements one published by Ap- 
VERTISING AGE in the April 22 is- 
sue, shows the current advertiser 
plans for summer radio fare. 

Less than a dozen of the better 
known programs are still in the 
uncertain stage as to summer re- 
placement, but among these are 
| Colgate - Palmolive -Peet’s Kay 
‘Kyser Kollege, Electric Auto-Lite 
|Company’s Dick Haymes program, 


show and Hall Brothers’ 
Reader’s Digest. 

One of the latest replacements 
given the nod is “Sad Sack,” a 
comedy sketch series based on 
George Baker’s G.I. comic strip 
character, which will take over 
for P. Lorillard Company’s Frank 
Sinatra show on CBS from June 5 
to Sept. 11. The agency is Lennen 
& Mitchell. 


Turns to Sustainer 


At least one sponsored show 
will remain on the air on a sus- 
taining basis. Revere Copper & 
Brass, Inc., will suspend its spon- 
sorship of “Exploring the Un- 
known” on Mutual from June 30 
to Sept. 8, but the program will 
remain. 

A late addition to the list of 
summer musical billings is 
Vaughan Monroe’s Orchestra, 
which will fill in for the R. J. 
Reynolds Tobacco Company’s Ab- 


Radio 


bott and Costello program on NBC | 
beginning July 4. William Esty & | 
Co. handles the account. | 

Other orchestras on the summer | 
parade include Benny Goodman’s, 
in place of “Information Please” 
for Socony-Vacuum Oil Company, | 
Tommy Dorsey’s in place of Fred 
Allen for Standard Brands, and 
Alec Templeton and an orchestra 
in place of Charlie McCarthy for 
Standard Brands, on NBC, and 
Wayne King’s in place of the 
Durante-Moore show for United 
Drug on CBS. 

Gum Laboratories, Inc., instead | 
of leaving the air for the sum-| 


mer, is shortening its 30-minute 
“Sweetheart Time” on Mutual to 
15 minutes, Sunday, 1:30-1:45 
p.m., EDT, and altering the format 
and title. Starting June 16, the 
show will be called “Singing 
Sweethearts” and feature’ the 
Ivoryne trio, with Chuck Floyd’s 
quintet supplying musical back- 
ground. Makelim Associates 
handles the account. 

Drama—straight, comedy and 
mystery—is runner-up to musical 
offerings in popularity on the re- 
placement parade. Whodunit shows 
in the offing include “Hour of 
Mystery” for U. S. Steel in place 
of the Theater Guild on ABC; 
Abbott Mysteries for Helbros 
Watch Company in place of 
“Quick as a Flash,” and “Casebook 
of Gregory Hood” for Petri Wine 
Company in place of Sherlock 
Holmes on Mutual; and “Man 
Called X” for Lever Brothers Com- 
pany in place of Bob Hope. 

“Dunninger, the Mental Telep- 
athist” will fill in for Lever 
Brothers’ Amos ’n’ Andy on NBC 
during the first four weeks of their 
hiatus beginning June 4. 

Walter Winchell, heard on ABC 
for Andrew Jergens Company, 
will leave the air from July 21 to 
Sept. 24, but, contrary to an 
earlier report (AA, May 27), his 
replacement is not definitely set, 
it was learned yesterday. 


Make Changes in Cast 


The RCA Victor show on NBC 
will continue through the warm 
months, but with a new cast in- 
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cluding Robert Merrill and Frank 
Black replacing Deems Taylor 
and Raymond Paige. 

Morgan Beatty will pinch-hit 
for H. V. Kaltenborn on Fridays 
on Pure Oil Company’s “Kalten- 
born Edits the News,’ NBC an- 
nounced. 

The networks are plugging some 
of the hiatus spots with sustain- 
ing shows. One of the latest to 
be slated is “Sunday Strings,” a 
musical offering to make its debut 
on ABC June 2 as replacement 
for the Stradivari Orchestra con- 
certs heard for Prince Matcha- 
belli, Inc., perfume products. 

Meantime, in the wake of quite 
a few big-money cancellations and 
few new shows (AA, May 20), 
Mutual announced addition of a 
sponsor—the Commercial Credit 
Corporation bought the sustainer 
“Special Investigator,” formerly 
known as “Don’t Be a Sucker,” 
heard Sundays at 8:30-8:45 p.m., 
EDT. The contract, signed through 
Sheldon, Quick & McElroy, is for 
52 weeks. The show is a dramati- 
zation of swindle exposes. 


NLRB Rules Video 
Workers in Class 
with Other Help 


New York, May 29.—The CIO 
Radio Guild won backing of the 
National Labor Relations Board 
this week in a fight to classify 
television employes with other 
white collar workers in the Co- 
lumbia Broadcasting System. An 
election involving nearly 1,000 
CBS office and professional work- 
ers to determine a_ bargaining 
agent is scheduled to take place 
within the next 30 days. 

The CIO Radio Guild, the AFL 


“Let's Get to the 
Center of Things “ 


Richmond is not only the 
capitol city of Virginia, but 
but is also the important man- 
ufacturing, commercial and 
financial center. Itis the point 
from which radiates the eco- 
nomic life of the surrounding 
area. 


For advertisers who seek a 
market having inherent vital- 
ity —and a media that com- 


pells a high degree of accept- 
ance for a produc: — WRNL 


in Richmond is the answer. 


International Alliance of Thea- 
trical and Stage Employes and the 
AFL International Brotherhood of 
Electrical Workers are on the 
ballot. 

Supporting a Radio Guild peti- 
tion—which the IATSE contested 
—to place video employes with 
other CBS workers, the NLRB 
said: “IATSE’s contention that 
the employes in question should 
be set apart because television is 
a new industry, separate and dis- 
tinct from radio, is not upheld by 
the NLRB.” 


IATSE contended the television 
industry is more closely analogous 
to the movie industry than any 
other and that established col- 
lective bargaining patterns in the 
film industry in New York afford 
precedent for the television unit 
sought by IATSE. 


Rowzee Joins Polymer 


Polymer Corporation, maker of 
synthetic rubber, Sarnia, Ont., has 
appointed Edwin Ralph Rowzee 
director of marketing and re- 
search. 


‘ La . . 

Adds ‘Chiquita’ Stations 

“Chiquita Banana,” United 
Fruit’s spot jingle, with lyrics 
switched from refrigeration of ba- 
nanas to a famine emergency mes- 
sage, will add 210 Keystone Net- 
work stations to the 150 stations 
now being used. BBDO is the 
agency. 


Gets Ice Cream Account 


Ice Cream Merchandising Insti- 
tute, Washington, has appointed 
Lamb, Smith & Keen, Philadelphia, 
to handle its account. 
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Cover Catholic 
Schools, Churches, 
and Institutions 


flac eee ey 


135 W. WELLS ST.. MILWAUKEE 3, WIS. 


of America produce cash 


Year-’round sunshine activates the rich soil of the Southwestern Sunbelt Farm 
Market of America producing a balanced wealth of cash income crops un- 
rivaled by any other farming section of the nation. Tung trees, tomatoes, citrus 
fruits, silk worms, mohair, onions, berries, poultry, wheat, cattle, corn, and 
cotton are but a few of the money crops raised by readers of FARM and 
RANCH, the most influential farm publication of the Southwestern Sunbelt 
Farm Market. Only FARM and RANCH concentrates its full editorial strength 
on this individual section with practical, down-to-earth information on live- 
stock and crop selection, care, and marketing . . . articles which enjoy intense 
reader interest and make FARM and RANCH your most effective medium for 
reaching buyers in the Sunbelt Farm Market—your Vital One-Sixth of the 


farm income each month 


American farm market. 


FLOURISH THE YEAR ‘ROUND - 


Balanced crops of the Sunbelt Farm Market 


of the year 


FARM PAPER OF 
THE VITAL 6th 


FARM and RANCH is the out- 
standing farm paper of the South- 
western Sunbelt . .. vital 6th of the 
total farm market. Growing sea- 
sons differ from those of the rest 
of the nation...shirt-sleeved 
workers pick citrus fruits in De- 
cember and January...cotton is 
planted as early as February... 
corn ripens in July. That's why 
you need FARM and RANCH to 
cover the Southwestern Sunbelt 
states: Texas, Oklahoma, Arkan- 
sas, Louisiana, and New Mexico... 
big states with farms twice the size 


of the national average... pro- 
ducing a year-round harvest of 
money crops. 


Apne 


DALLAS 2, TEXAS 
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Printers Seek 
Additional Paper 
After CPA Rebuff 


Washington, May :29.—The 
printers of America, 
sented by the Printing Industry of 
America, Inc., were still trying 
this week to find an equitable way 
of securing more paper after an 
initial setback 
Small, head of the Civilian Pro- 
duction Administration. 

Last week, James F. Newcomb, 
president of PIA, had asked Mr. 
Small to set up a system whereby 
each paper user “would receive a 
percentage increase in paper con- 
sumption equal to the percentage 
of increase in paper production.” 
This request, PIA officials empha- 
sized, was not based on any de- 
sire to return to the old alloca- 
tion days of WPB. However, Mr. 


as repre-| 


from John OD.) 


Small took a different view, and; precedent, they recalled, in the 


wrote: 
“This—insuring a consumption 
increase—would also require is- 


| 


3% pool established by news- 
papers during the war, on which 
newspapers unable to secure 


suing orders to control the entire newsprint were able to draw. The 
‘consumption of all paper users, | difference between printers and 


since obviously we could not use 
the provisions of the Second War 
Powers Act to force mills to al- 


| 
| 
| 


| use. 

| “Your suggestion is 
contrary to the announced policy 
of the President which the CPA 
has been delegated to carry out— 
‘namely, to remove all production 
controls from the industry divi- 
sions just as soon as production 
reaches normal.” 


Seek Percentage Pool 


PIA officials told ADVERTISING 
| AcE that no such over-all control 
plan had been sought. What PIA 
asked, they said, was the forma- 
tion of a percentage pool, perhaps 
1 or 2% of production, to be set 
aside by mills to take care of 
printers who now are unable to 
secure paper. 


directly | 


newspapers, obviously, is’ the 
number of units in the field. PIA 
estimates that there are between 


locate paper to users without at 35,000 and 37,000 employing print- 
the same time controlling the end ers, and for this reason says that 


a voluntary pool 
ticable. 

The situation has been aggra- 
vated, PIA believes, by the pur- 
chase of paper mills by publish- 
ing interests. Large printers have 
been comparatively unaffected, but 
small printers who purchase 
through paper wholesalers who 
bought from mills now owned by 
publications are having difficulty 
in obtaining paper supplies. 

Mr. Small, in rejecting PIA’s 
request for the formation of a 
paper pool and the establishment 
of an appeals. administration, 
noted that paper production had 
advanced considerably, and said 
that he feels “that the paper in- 


is not  prac- 


This pool has a/dustry has done a splendid job of 


reconversion.” Census figures for 
the first quarter showed an over- 
all production of 4,573,702 tons, 
he said, or an annual rate of 18,- 
492,808 tons, compared with 1941, 
when paper production reached an 
all-time high of 17,762,364 tons. 


Small Printers Seek Relief 


The printers’ next move was 
undecided today, but indications 
were that small printers would ask 
for relief under provisions of the 
Small Businesses Act. Many of 
the printers have fewer than 250 
employes, and thus come under 
the act’s protection. Currently, 
any printer asking for additional 
allocations of paper under the act 
might have considerable difficulty, 
since no specific industry provi- 
sions have been set up. But PIA 
thinks that if a deluge of appeals 
flowed in, the government would 
take steps to establish industry 
provisions for additional paper 
supply. There have already been 
instances of veterans returning to 
the printing business from the 
armed forces, and they have been 
successful in obtaining paper sup- 


F THERE IS ANYTHING more distinctively American than the 
24-sheet poster, it would be hard to name it. To the veteran tfe- 
turning from remote points of the world, the sight of American 
posters along the highways or in towns and cities yields a definite 


thrill, makes him feel that at last he is in his native land. 


There's a pleasant familiarity about it that goes straight to his heart. The American 


poster is definitely a part of the American scene. 


Familiar names and familiar brands no doubt tend to accelerate the nostalgia aroused. 


Fragrant memories ate stirred, all coupled with or tied to home life. Thinking it over, 


one wonders if this more or less uninventoried poster value isn’t worth studying from 


the standpoint of deeper realization. What can be done to make inanimate posters speak 


more clearly in terms of beauty that emotionally impresses, in addition to that quality 


which reminds and sells? Is there here an area of vast untapped resources still to be 


explored by the unlimited genius of American Advertising? 


The interest of McCandlish stems directly from an optimistic belief in the future of 


outdoor and inside display advertising, and a primary joy that all members of our 


organization derive from faithful reproduction of the best that American imagination 


and creative art can develop. 


McCANDLISH LITHOGRAPH CORPORATION 
LITHOGRAPHERS OF POSTERS ¢@ ADVERTISING DISPLAYS 
ROBERTS AVENUE ¢? STOKLEY STREET - PHILADELPHIA 


im WATT Publishing Co., MOUNT MORRIS, ILL. 
—_—$————————— 
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| ply, despite the fact that during 


their absence suppliers may have 
taken on many new customers. 

Elsewhere this week there was 
every indication that the paper 
industry was expanding its pro- 
ductive capacity. The American 
Paper and Pulp Association an- 
nounced results of a survey in- 
dicating that the industry would 
increase its daily capacity by 906 
tons through rebuilding of pres- 
ent plants and 2,521 tons by pur- 
chase of new machinery in 1946. 
The survey showed that the in- 
dustry should attain 20,322,000 
tons of paper this year, divided 
into 10,442,000 tons of paper 
grades and 9,880,000 tons of 
paperboard grades. The industry 
is currently operating at a rate of 
19,300,000 tons. 

The industry believes that if 
the domestic and export demands 
continue at the expected rate, 
plants with 25,000,000 tons ca- 
pacity can stay at full operation 
during the next two years. The 
industry’s titans have already an- 
nounced considerable plant ex- 
| pansion—Kimberley - Clark will 
spend $5,000,000 on domestic ex- 
pansion in addition to $15,000,000 
,in increasing Canadian facilities, 
,St. Regis Paper Corporation will 
erect a new $10,000,000 plant in 
the South, in addition to $2,000,- 
000 spent on additional New Jer- 
|sey facilities, and International 
Paper Corporation has scheduled 
plant expansion in the South to 
the tune of $16,500,000. 


Merchandises Rail 
Future in First 


Consumer Series 


New York, May 31.—The cur- 
rent magazine campaign of Ameri- 
can Car and Foundry Company, 
which marks the advertiser’s first 


use of consumer themes, has 
drawn exceptional reaction, the 
agency, Lennen & Mitchell, said 


today. 

The Company manufactures 
practically anything that runs on 
‘rails, and is currently stressing 
new streamliners which it expects 
_to deliver to railroads this year, 
|as well as freight cars, tankers 
|}and mine cars, Primarily, Ameri- 
can Car and Foundry is also sell- 
_ing rail travel and use of rails in 
|freight. Copy says, for example, 
/“You’ll find ACF influencing the 
brighter tomorrow that you can 
count on the railroads to produce. 
|For remember, progress rides on 
| rails!” 

Spreads are currently appearing 
‘in Collier’s, Fortune, Nation’s Busi- 
| ness, Newsweek, The Saturday 

Evening Post and U. S. News. 


‘Starts Combination Sale 


Offering two cartons of Berkeley 
blades and a windproof lighter for 
_$1, Consolidated Razor Blade Com- 
pany, Jersey City, broke copy in 
the Providence Bulletin and 
Waterbury Republican last week, 
with expansion planned to 220 
newspapers. Grey Advertising 
Agency is in charge. 


Joins Foster & Davies 


R. W. Richardson, formerly with 
the Phil Gordon Agency, Chicago, 
has joined Foster & Davies, Cleve- 
land, in the new business depart- 
ment. 


To 
Reach 


COUNTY 
__ AGENTS 


AGRICULTURAL TEACHERS 
EXTENSION LEADERS 
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New structures being added to the Cincinnati skyline in- 


Cincinnati 
has holes 
in the groun 


/, 
1 


/, 
f 
f 


= 2, 


More than just plans on paper are the plant additions and improve- 
ments now under way in Greater Cincinnati to the tune of some $14 
million... the vigorous building program of a healthy city catching 
up on work suspended by the war. This expansion will create thou- 
sands of new jobs... increase the Greater Cincinnati payroll by some 
$12 million... boost the business volume by an approximated $50 
million! Greater Cincinnati has money in the bank with which to start 
digging more holes in the ground... an approved $41 million bond 


issue for education and public improvement. Cincinnati manufacturers 


clude: a hotel, department store, theater, department store and voters have expressed faith in the continued growth of the Queen 


annexes, and greatly increased parking facilities. City not with conversation but with currency, just as all Greater Cincin- 


Owners and operators of Radio Station WKRC 


natians express confidence in advertised goods and services by accord- 


ing them a hearty dollars and cents welcome. 


HULBERT TAFT, President 
and Editor-in-Chief 


( rmes-star ADVERTISING ornices: 
NEW YORK 17, N.Y. 
60 East 42nd Street 
Albert H. Parker, Mgr. 
CHICAGO 1, ILLINOIS 
333 North Michigan Ave. 
Fred D. Burns, Mgr. 


WEST COAST REPRESENTATIVE: 


7. 
Wz John E. Lutz, Chicago 11 
Vi -+.IN ADVERTISING 435 North Michigan Ave. 
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McArthur Views 
3-Dimension Signs 
as New Ad Medium 


New York, May 29.— Display 
posters in_ perspective, first used 
as advertising in the Grand Cen- 
tral Terminal here, now are in- 
stalled in union terminals in Wash- 
ington, St. Louis and Detroit, 
where they are seen daily by an 
estimated 1,040,000 passersby. 

The man primarily responsible 
for the growth of this advertising, 
which he conceives as a new me- 
dium, is Charles H. McArthur, 
whose company, the McArthur Ad- 
vertising Corporation, located in 
the Grand Central Terminal, was 
established 13 
years ago as the 
McArthur In- 
door Advertis- 
ing Company. 

Terminal 
signs constitute 
a “new” me- 
dium, Mr. Mc- 


Arthur told Ap- vd 
imo i 


VERTISING AGE, 
distinct from 
the outdoor C. H. McArthur 


poster field be- 

cause of the difference in the mar- 
ket for each. Instead of reaching 
motorists of undetermined means, 
he contends, his three-dimension- 
als reach travelers of known buy- 
ing power. For example, he said, 
his company has statistics on the 
number of Westchester county (a 
prosperous New York area) resi- 
dents who pass by the Grand 
Central signs each day. 


Extensive Billings Now 


The McArthur company works 
on the basis that its business is 
a quality business, its president 
told AA, and that unless a “beau- 
tiful job” is done on the signs, 
and an accurate job, there will be 
no guarantee to the permanency 
of the medium. The company now 
has billings of “several hundred 
thousand dollars” annually from 
21 national advertisers, whose con- 
tracts run from one to five years 
and who pay from $4,000 to $12,- 
000 a year per sign. 

The company has set up 69 
signs to date—24 in New York, 
16 in Washington’s Union Station, 


GET THE 
CLIPPINGS — 


News ltems—Publicity 
—Retail Dealer Ads— 
Editorials. We read 
5,000 Newspapers and 
Magazines. Each Clip 
Mounted on Slip 
Showing Name—Date 
—Circulation of Pub- 


lication 


PRESS CLIPPING BUREAU 
165 Church Street, N.Y.C.:7, N.Y. 
- BArclay 7-5371 


/19 in the St. Louis Union terminal 
|where 16 trunk lines converge 


‘| (said to be the world’s largest ter- 


minal) and 10 in Detroit. It has 
plans for further expansion, Mr. 
'McArthur declared, but the mar- 
kets have not been disclosed. 
Back in the summer of 1944, 
when the three-dimensional in- 
dustrial displays—now often called 
“3D’s”—were first launched, nine 
advertisers had contracted for the 
signs (AA, July 17, °44): Liggett 
& Myers Tobacco Company for 
Chesterfields; Coca-Cola Com- 
pany; U. S. Rubber Company; Na- 
tional Distillers for Old Grand- 
Dad, Old Overholt and PM whis- 
kies; Champion Spark Plug Com- 
pany; NBC for WEAF; Jacob Rup- 
pert, Brewer; Paramount Pictures, 
and Sinclair Refining Company. 
All but NBC are still under 


contract with McArthur, and 13 
additional advertisers have signed 
up, including American Broadcast- 
ing Company; Life Savers Corpo- 
ration; Myers Made gloves; L. E. 
Waterman Company for Waterman 
fountain pens; Westminster Ltd., 
for Westminster hosiery; Atlantic 
Products Corporation for Val-A- 
Pak luggage; Waltham Watch 
Company; New York Journal- 
American; General Electric Com- 
pany; Washington Times-Herald; 
Sports Afield; John Eichler Brew- 
ing Company, and P. Lorillard 
Company for Old Gold cigarets. 
The three-dimensional sign is 
itself a new technique, Mr. Mc- 
Arthur explained, and its “fore- 
shortened perspective” is attained 
through the use of a maximum of 
12 inches of depth in the display 
itself. McArthur Advertising Cor- 


poration designs and manufactures 
the displays in a new plant at 
Long Island City, established last 
December. Harold Drake Tannar, 
recently awarded one of the seven 
medals by the Art Directors Club 
for a U. S. Rubber poster now 
hanging in Detroit, is art director 
and chief designer; Santo Vitale 
is production manager, and Law- 
rence H. Bremer is in charge of 
sales. 


Periodical Press and 
Affiliates Elect Officers 


A. Stanley Christie, National 
Business Publications, Gardenvale, 
Que., has been elected president 
of the Periodical Press Associa- 
tion, Toronto. Vice - presidents 
elected were: H. F. Weld, Farm- 
er’s Advocate; H. L. Southall, Mac- 
lean-Hunter Publishing Company; 
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N. R. Barbour, Chatelaine, and 
B. K. Sandwell, Saturday Night, 
all in Toronto. Other officers 
named included I. D. Carson, ex- 
ecutive vice-president and secre- 
tary, and T. J. Tobin, Canadian 
Countryman, Toronto, treasurer. 
Mr. Weld has been elected presi- 
dent of the Agricultural Press As- 
sociation; Mr. Southall, president, 
Business Newspapers Association 
of Canada, and Mr. Barbour, presi- 
dent, Magazine Publishers Asso- 
ciation of Canada. The organiza- 


tions are affiliates of Periodical 


Press. 


Bott Joins Collier 

Leo P. Bott Jr., formerly with 
Arthur Meyerhoff & Co., Chicago, 
and Batten, Barton, Durstine & 
Osborn, has been appointed copy 
chief and account executive of 
Holder Morrow Collier, Inc., Chi- 
cago agency. 


SELECTIVE COVERAGE 


One more feature of Iron Age Advertising Value 


Circulation without as- 
surance of reader interest 
is difficult to value. Iron 
Age circulation methods 
guarantee continued 
reader interest, elimin- 
ate waste and assure 
advertisers top value for 
every dollar of their ad- 
vertising investment in 
its pages. 
of our representatives for 
complete facts about ad- 
vertising value. 
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Homes Better 
Equipped Now, 


Census Proves 


Washington, May 28.—Not only 
are more Americans owning their 
own homes, but these homes are 
better equipped with essential 
comforts than they were in 1940, 
a Census Bureau sample survey 
of 68 key areas discloses. 

Made during the regular monthly 
labor force study last fall, the 
Census Bureau survey shows that 
resident home owners have in- 
creased by nearly a third since 
1940, while tenant-occupancy has 
declined by 11%. 

As Census sees it, 20,000,000 
dwelling units—53% of all—were 
owner-occupied last November, 


compared with 15,200,000—44% of 
all—at the time of the 1940 census 
of housing. 

At the time of the sample count, 
there were 37,600,000 occupied 
dwellings, an increase of 2,700,- 
000, or 8% over the 34,900,000 re- 
ported in 1940. This increase was 
registered despite a drop of 800,000 
in rural-farm dwelling units, 
Census said. - 

Here is what has happened to 
living conditions on the basis of 
the 20,000 homes studied in the 
scientific sample: 

Radios: In 34,000,000 homes, or 
90%, compared with 83% in 1940. 

Private bath: 24,500,000, 65%, 
had them. In 1940 less than 20,- 
000,000 had them, 

Private flush toilet: 69% 
them in 1945, 60% in 1940. 

Inside running water: In 79% 


had 


of occupied units, compared with 
less than 71% in 1940. 

Central heating: 48% in 1945, 
42% in 1940. 

Electric lighting: Found in 89% 
of occupied units. Less than 80% 
had them in 1940. 

Breakdowns by urban, rural- 
farm, and rural non-farm are 
available from the Census Bureau 
in Release No. 1, series H-46. Ad- 
ditional breakdowns will be issued 
in future releases. 


Edelstein Names Debler 


Robert W. Debler, free-lance 
writer, director and actor on Mu- 
tual and CBS shows, has been 
appointed director of the newly 
opened radio department of Ed- 
ward Edelstein Advertising 
Agency, which is now located at 


27 E. Monroe St., Chicago. 


National-Local Ad 
‘Line’ a Failure, 
Ad Chiefs Admit 


Harrisburg, Pa., May 28.—Meth- 
ods of preventing local merchants 
from collecting national rates from 
manufacturers for cooperative ads 
on which they receive local rates 
were discussed at the meeting of 
the Interstate Advertising Man- 
agers’ Association here. 

Very few papers, it was brought 
out, collect national rates from 
local advertisers on cooperative 
deals, although the entire ad ex- 
cept for the merchant’s name, is 
“national advertising.” Efforts 
made by the association some time 
ago to draw the national-local line 
on ads which contain more than 


common interest 


common interest 


Castings . . . forgings. . 


and corner of the vast metalworking industry. 
Every ‘“‘“member”’ branch . . 
mobile, railroad, machinery, appliances and a 


working field will buy their share . . 
the lookout for dependable supply sources. Their 


metalworking finds a logical corollary in their 


H. K. HOTTENSTEIN 
Cc. L. HASKINS 


1134 Otis Building 
Chicago 3 
Franklin 0203 


JOHN M. HUGGETT 
814 Park Building 


Pittsburgh 22 
Atlantic 1832 


T Fa 
Tak Ca 


100 East 42nd Street 


of 


. stampings . . . fittings 


... parts of many kinds are needed in every nook 


. aircraft, auto- 


host of other segments of the enormous metal- 


. all are on 
in everything pertaining to 


in Iron Age editorial and 


quarters”... 


be Spent 


This C.E.D. estimate suggests big 
business for producers who can win 
and hold industry-wide recognition. 


THE IRON AGE can Help you Do It! 


advertising breadth. This can work for you. 
. “Metalworking Head- 


Here in Iron Age. . 


ey 


is vital news and information for 
buying,. production and management execu- 
tives on every phase of metalworking. 


That is why advertisers who are out to hold 


REPRESENTATIVES 


ROBERT F. BLAIR 
1016 Guardian Building 
Cleveland 14 
Main 0988 


Cc. H. OBER 
H. E. LEONARD 
100 E. 42d Street 

New York 17 
Murray Hill 5-8600 


7310 Woodward Ave. 


56th and Chestnut Sts. 


moore © \; 
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PEIRCE LEWIS 


Detroit 2 
Trinity 1-3120 


the old markets, win new ones and build wide- 
spread recognition, spearhead their promotion 
with dominant campaigns in The Iron Age. 
Experience has shown them that when they 
want new business Iron Age helps them to get it. 


R. RAYMOND KAY 
2420 Cheremoya Ave. 
Los Angeles 28 Granite 0741 


D. C. WARREN 


P. O. Box 81, Hartford 1 


B. L. HERMAN 
Chilton Building 


Philadelphia 39 
Sherwood 1424 


Hartford 3-1641 


FRED BANNISTER 
967 Farmington Ave., 
West Hartford 7 
Hartford 32-0486 
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METALWORKING HEADQUARTERS 


A Chilton & Publication 


New York 17, N. Y. 


35 
30% of space devoted to nation- 
ally advertised products, have 
floundered in most cases, the ad 
managers said. 

During a round-table discussion 
the ad managers were shown ex- 
amples of successful Saturday sus- 
tained copy, including a two-page 
church ad which is a steady reve- 
nue producer for the Mercury, 
Pottstown, Pa., and a daily profes- 
sional and service directory de- 
veloped by Courier-Post, Camden, 
N. J., in conjunction with daily 
radio programs. 


Joins ‘This Week’ 
George Beveridge, formerly in 
the national advertising depart- 


ment of the Scripps-Howard news- 


papers, has joined the eastern ad- 
vertising sales staff of This Wee 
Magazine, New York. . 


Kari-Top Names Hutzler 


Hutzler Advertising Agency, 
Dayton, has been appointed to 
handle the advertising of Kari- 
Top Company, Dayton. National 
magazines will be used. 
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JOHN J. GILLIN, JR., 
PRESIDENT 
JOWM BLAIR & CO., REPRESENTATIVES 
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Video Production 
Slowup Cuts Down 


Output Forecasts 


Now See 100,000 Sets 
by Year's End; More 
Stations Authorized 


New York, May 28.— Postwar 
television, rather than getting off 
to a flying start in 1946 as brightly 
predicted early this year, will do 
well to get set for a big 1947, 
when conditions for both broad- 
casting expansion and receiver 
production may be more favor- 
able, a survey by ADVERTISING AGE 
indicates. 

Whereas early this year radio 
manufacturers and industry ob- 
servers were confident many 
makes of video sets would hit the 
market by summer and the total 


number available to the public 
by year’s end probably would 
reach anywhere from 250,000 to 
1,000,000 (AA, Feb. 25), these 
sources now believe that a com- 
parative handful of sets will be 
|on the market this summer, most 
/manufacturers will not have sets 
ready before “some time” in 
autumn, and the total output by 
the close of 1946 will be closer to 
100,000, with distribution limited 
mainly to five U. S. cities where 
video stations now are operating. 


Prices on Upgrade, Too 

Price estimates also have been 
revised, upward in every Case, 
some manufacturers indicating in- 
creases of $50 and $100 over the 
figures tentatively quoted early 
this year. 

Broadcasters, like receiver man- 
ufacturers, are getting squared 
away on big plans, but the chances 
for many new stations getting into 
operation before the year’s end 
appear slight. RCA Victor hopes 
to make transmitter and studio 
equipment available in the fall, 
but General Electric does not ex- 


pect to have video transmitters in 
production until 1947. Present re- 
strictions on non-housing con- 
struction also crimp the plans of 
broadcasters. 


New Permits Granted 


The Federal Communications 
Commission, however, is pursuing 
its avowed intention of processing 
all commercial video applications 
this year to facilitate the avail- 
ability of television service to 
many parts of the nation. 

Recently construction permits 
were granted to nine applicants 
in cities now without television. 
As a result, Television Broad- 
casters Association estimated 
an additional 5,046,974 persons 
will be brought within the radius 
of video service, when _ these 
stations get going. Added to the 
23,332,227 persons in cities where 
stations are now operating or soon 
may be on the air, this brings the 
“potential television audience” to 
28,379,251, the TBA said. 

On the receiver side of the pic- 
ture, only a few of the manufac- 


turers have held to early 1946 


estimates as to production dates 
and prices. In most cases, the 
coal strike, coming on the heels of 
steel and electrical industry walk- 
outs and coupled with shortages of 
materials and component parts 
such as cabinets, tubes, speakers 
and copper, has had a crippling 
effect.- 


Can’t Predict Now 

“Our plans were simply knocked 
into a cocked hat,” said a spokes- 
man for one major manufacturer. 
“We would need a crystal ball now 
to tell where we will get in tele- 
vision this year.” 

There is an added factor, of 
course, of a radio-hungry public 
being ready and able to buy mil- 
lions of standard broadcast sets. 
Concentrating on this market, 
many manufacturers will side- 
track FM as well as video. 

This is how developments have 
affected some of the producers: 

RCA Victor—which expected to 
hit the market “in the late spring 
or early summer” with sets start- 
ing at $150, now hopes to have 
sets available some time this fall 
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TIME Canadian °¢ 


Most Important to the Key People 


We take you now to 
THE MIDDLE EAST 


TURKE 


infthe World Markets |mportant to You 


Y 


CAIRO is the place and May 20 is the date for a new pushpin in 
the map which shows you where in the world you are represented. 


For now you can put your selling story before your best agents and 
prospects in the Middle East—through the newest edition of TIME International. 


TIME is now branchprinted in Cairo from film air-expressed direct 
from the U.S. This brings a new edition of TIME Atlantic Overseas 
—editorially identical to the U. S. TIME you read the same week 
here—to key readers in key markets throughout the rich Middle East. 


Like influential people the world over, many of these residents of the Middle 
East have been reading boat-delivered TIME for years—are keenly interested 
in news of the world as TIME tells it. They are also now more than ever intent 
on news of American products as exporters tell it. Both as higher-income 
consumers and as higher-influence business executives they are an essential 
audience for your export advertising message today. 


TIME Leinational 


9 ROCKEFELLER PLAZA, NEW YORK 20, N., Y. 


TIME Latin American °¢ 


TIME Atlantic Overseas + 


TIME Pacific Overseas 


Advertising Age, June 3, 1946 


and expects, according to one offi- 
cial, that the cheapest models will 
cost between $200 and $250. 

Philco—which hoped last win- 
ter to have sets on the market by 
early summer, priced from $150 
to $450, now says “late in 1946” 
and the $150 starting price is 
“out.” The cheapest model will 
“cost more like $200 or $250,” a 
spokesman said. 


On Market by July 


Belmont—has had “a few set- 
backs” since predicting its sets 
would be on the market by July, 
a sales representative in New 
York said. The company is still 
holding to its $150 price estimate, 
however, and shooting for August 
introduction of its first model. 

General Electric—still believes 
its first sets will retail for “around 
$300,” but now figures they will 
reach the market “in August or 
September” rather than in early 
summer, 

DuMont—is exhibiting seven 
deluxe models priced tentatively 
from $600 to $2,400, and expects 
they will be available to the pub- 
lic “by late summer.” Earlier plans 
called for early summer produc- 
tion. 

Emerson—is working on _ six 
models, to cost from $60 (a video 
unit only) to $200, originally 
scheduled to be introduced during 
the summer, now slated to hit the 
market “some time in the fall.” 

View-Tone—w hich announced 
plans earlier to market a $100 set, 
placing 10,000 of them on the 
market by May, is reported to 
have upped the price to $140 and 
claims now to be “shooting for” 
a quick output of 5,000 sets. 

The outlook throughout the re- 
ceiver manufacturing field is in 


constant flux. Television 100-per- . 


centers see video as a large-scale 
local advertising medium within 
a few months. But a definite im- 
provement in receiver production 
conditions must develop soon, in 
the opinion of most observers, if 
this bright hope is to be realized. 


Arlington Park Plans 
Radio Campaign 

Arlington Park Jockey Club, 
Chicago, through Phil Gordon 
Agency, Chicago, will sponsor a 
10-minute program, “Great Mo- 
ments of Racing,” nightly over 
WBBM, Chicago, featuring Jimmy 
Evans, who will dramatize unusual 
stories in the history of the racing 
world. The club’s campaign also 
includes transcribed spot an- 
nouncements over WGN, WCEFL, 
WIND and WAIT, all Chicago sta- 
tions. Additional time is to be 
used on WMAQ, WENR and WLS, 
Chicago stations. 

The club has established a spe- 
cial radio publicity department di- 
rected by Jack Drees, former 
sports announcer and commenta- 
tor. 


Appoints Krueger 

Charles J. Krueger, formerly 
with Kudner Agency, has joined 
Fashion Advertising Company, 
New York, as assistant to the 
president. 


--- ALL SET FOR THE 
CAR OF TOMORROW 


High premium gas of prewar days is now 
standard at your gas station. New motors 
are being designed to capitalize the higher 
octane gas. The car of tomorrow (perhaps 
1947 models, say some) will be equipped 
for the super 100-octane gas that the re- 
fining industry contributed to the war’s 
aviation program. 

The fact that the entire refining industry 
must now fall in line to produce the higher 
octane gasolines means new equipment to 
the tune of $3 billions. Our nearest rep- 
resentative will break down the figures for 
you. 


PETROLEUM REFINER 
Houston New York Cleveland 


Chicago — Tulsa Les Angeles 
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People whe think ahead read Colliers 


Besides being the world’s smartest and most progressive home pur- 
chasing agents, the husbands and wives of America know their 
magazines. They like the way Collier’s editors handle domestic 
problems that have real news interest. They like Collier’s modern, 
never-dull fiction . . . and they like, too, the way it’s balanced with 
serious, informative articles on world affairs by noted authorities. 
No wonder, then, that these forward-looking folks turn to the adver- 
tising pages of Collier’s for buying ideas, whether they’re thinking of 
clothes, cosmetics or cars. That dream home they’re going to have 
some day may be an ivy-bordered cottage in the suburbs, or a house 
by the sea. The fact remains that new and better things—new 
furniture and rugs, new kitchenware and work-saving appliances, new 


and finer possessions of every kind, are all a part of the picture. 
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Aduertisers who think ahead use Colliers 


Through the regular use of Collier’s, many advertisers automatically 
direct their sales messages to a selected market, reaching with a 
minimum of waste circulation the modern, progressive men and 
women who represent the thinking millions of America... whose 
tastes and habits influence the rest of the buying public as a whole. 
Collier’s readers are definitely at the ‘“‘age of acquirement’’—intelli- 
gent, prosperous, substantial families who know what they want and 
have the money to pay their way. Yesterday is a dead issue with them 
—they are thinking of the good things of the future, and the advertiser 
who uses Collier’s to think ahead with them will find one of the 


world’s richest markets! 


MILESTONES IN MAGAZINE HISTORY _ 
ae Collier’s Introduced Detective Fiction __ 


were his famous Sherlock Holmes series. For many years after, 
was a frequent Collier's contributor. Today, more alert than e 
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Direct Mail Plan 


Uses Famous Names 


Claim to a unique scheme of di- 
rect mail advertising was made 
last week by Famous Names Cor- 
poration, 730 Fifth Ave, New 
York, when this new organization 
headed by John Irving Fields, 
publicist, announced a service em- 
ploying personal letters from per- 
sonalities of the stage, screen, 
radio and sports worlds, to pro- 
mote specific products. 

Using the testimonial technique 
in a direct-to-consumer approach, 
Famous Names operates on an ex- 
clusive annual basis with each 
client and promises no conflicting 
identification of celebrities with 
more than one product, spokes- 
men said. The corporation already 
has commitments from a washing 


machine company, refrigerator, 
automobile and silverware com- 
panies, it was reported. 


Evleth Quits Brown Co. 


Everett B. Evleth, formerly 
vice-president and general man- 
ager of the Brown Instrument 
Company, Philadelphia, a division 
of Minneapolis-Honeywell Regu- 
lator Company, has resigned to 
become an industrial consultant, 
with offices at 401 N. Broad St., 
Philadelphia. 


Radbill Boosts Sauber 

Samuel H. Sauber, general sales 
director of the Radbill Oil Com- 
pany of Philadelphia, has been ap- 
pointed vice-president and general 
manager. He will also continue to 
supervise sales, 


HARRY E. BURKE STUDIO 
230 EAST OHIO ST. CHICAGO, ILL.11 


LaGuardia Chides 
‘Times’ and NAM: 
Gets ‘Double Play’ 


New York, May 28.—Fiorello H. 
LaGuardia’s peppery chiding of 
the New York Times and the Na- 
tional Association of Manufactur- 
ers in his sponsored radio talks 
on recent Sundays paid off with 
news space in the metropolitan 
press, the Times itself seeing fit to 
give the former New York mayor 
and present UNRRA director two 
stories in the May 20 edition. 

The longer story (nearly half a 
column) appeared on Page 20 
under the heading: “LaGuardia 
Renews Criticism of Times” and 
quoted the former mayor’s May 19 
broadcast over WJZ in which he 
“continued his denunciations” of 
the paper and its publisher, Arthur 
Hays Sulzberger. The UNRRA 


chief accused the Times of “con- 
fusing” readers in an article re- 
garding Mayor O’Dwyer’s request 
for three wheatless meals a week. 

The Times soberly quoted three 
paragraphs of Mr. La QGuardia’s 
chaffing, including “Listen, Sulz- 
berger .. . Now come on, come on, 
cut it out, cut out that confusing 
business. . . Now come on, Times, 
get in line, get in line, don’t be 
peeved, help others—help others, 
will you?” The Times merely re- 
corded, in its own defense, that it 
had noted “some confusion” about 
Mayor O’Dwyer’s plan. 


Features Gebhart Reply 


On Page 3 of the same issue, 
however, the Times featured the 
anti-OPA remarks of John C. Geb- 
hart, NAM research director, dur- 
ing his brief appearance the pre- 
ceding night on Mr. LaGuardia’s 
Liberty-sponsored time on the ABC 
network. The previous Sunday 
Mr. LaGuardia had bitingly chal- 
lenged the NAM to guarantee that 
meat and butter, if removed from 
price control, would be available 


In 


pays off for 


NATIONAL 
ADVERTISERS! 


' 


The Camden Courier-Post is the only newspaper published in the entire 14-county Philadelphia A.B.C. trading zone that gives 
complete coverage of local Camden and South Jersey news. 


And because people are vitally interested in things and events close at hand, the Courier-Post is the reading choice of 2 out of 


every 3 Camden-area families. In Camden County . . . the most densely populated area in South Jersey . 


MORE THAN ALL THE PHILADELPHIA DAILIES COMBINED! 


But the intensive coverage of the Courier-Post in the four South Jersey counties of Camden, Burlington, Gloucester and Salem con- 
taining a community-centered population of nearly a half million people with an effective buying income of $496,315,000* 
wouldn't mean anything unless the Courier-Post offered reader responsiveness. 


What national advertisers think of the Courier-Post is best evidenced by the fact that in 1943 (before newsprint rationing) and 
again in 1944 and in 1945, it carried more general display advertising than appeared in such leading metropolitan dailies as the 
New York Journal-American, Chicago Sun, Detroit Free-Press, Cleveland Plain Dealer and Pittsburgh Post-Gazette.t 


* Sales Management Survey of Buying Power 1946 +t Media Records 


. . its circulation is 


For a comprehensive analysis of newspaper coverage in the Philadelphia trading area, write the 
Advertising Department, Camden Courier-Post, Camden, N. J. for a copy of Three Star Market. 


CAMDEN COURIER-POST 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Representatives 


NEW YORK 


CHICAGO 


PHILADELPHIA 


DETROIT 


CLEVELAND 


Advertising Age, June 3, 1946 


| for holla gal swe 


MILWAUKEE CALLING — Vacationers 

are welcomed to Milwaukee's celebra- 

tion of the city's 100th anniversary in 

this page ad, which is scheduled for 
the July issue of Holiday. 


in sufficient quantities for the next 
six months at prices lower than 
OPA today. Mr. Gebhart asked 
time on Mr. LaGuardia’s program 
to answer the challenge, and got it. 

Five out of six butcher shops 
are selling meat at black market 
prices and half of all butter is sold 
through the black market, Mr. 
Gebhart charged, the “average 
over-charge” in black market 
meat being 20% above OPA prices 
and the price of black market but- 
ter 80 cents a pound or more. At 
this rate, he contended, the con- 
sumer is paying more than he 
would if price ceilings were lifted, 
allowing “production and competi- 
tion [to] see to it, as they always 
have, that prices are kept at a 
decent level.” 

Quick with a reply to this argu- 
ment, Mr, LaGuardia put Paul 
Porter, OPA chief, on the air from 
Washington. NAM’s “high-pres- 
sure campaign” against OPA is 
designed to “pry the lid off prices 
so postwar profiteers can raise 
them to the limit,” said Mr. Por- 
ter, whose remarks got one para- 
graph on the tail of the Times re- 
port. 

The Herald Tribune, on the 
other hand, called the Gebhart- 
Porter exchange a “debate,” re- 
porting in a prominent news spot 
that Mr. LaGuardia yielded “al- 
most all of his” broadcast time 
but that he “put in a few non- 
neutral words” at the close. 


Two Name Wilson, Haight 


Wilson, Haight & Welch, New 
York and Hartford agency, has 
been appointed to handle the ad- 
vertising of Winsted Hosiery Com- 
pany, Winsted, Conn., and R. E. 
Phelon Company, Springfield, 
Mass., maker of electrical and 
magnetic devices, 


Throckmorton Resigns 


E. A. Throckmorton has re- 
signed as vice-president in charge 
of sales research of Container Cor- 
poration of America, Chicago, ef- 
fective June 1, when he will take 
over the presidency of Container 
Testing Laboratories, Inc., Chi- 
cago, serving the packaging indus- 
try in advisory and consulting 
capacities. 


Winner of the 
ANVIL OF PUBLIC 
OPINION TROPHY 


‘or the 
IN ITS Most ubacdes 1945 
FIELD Public Relations Program 
2 of American Magazines: 
Delivering awarded by 
the largest American Public 
Net Paid ABC Relations Ass'n 


Circulation of 
any Financial 
Weekly 


FINANCIAL WORLD Send for the folder: 


‘How Good Are Your 
86 Trinity Place,N.Y.6 Public Relations’ 
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= HAT is your idea of Boston? A city of tradition? most help to sales and advertising executives. For 
A town of famous names like Beacon Street, the H-A-S man is primarily a newspaperman with 
Brookline, Symphony Hall? Of historic places like a knowledge of local habits and local thinking that 
il Bunker Hill, Faneuil Hall, Old South Church? only a newspaperman can have. 


Or do you know Boston as it really is today—the Behind him is a vast storehouse of marketing infor- 


earning, spending, consuming hub of mation constantly being added to by 


‘as New England ? Here in a tightly packed CALL THE H-A-S MAN 


“reporters with a nose for sales’’— 


Just drop us a note 
Saying, “I'm inter- 
ested in your market facts underlvin buvin ower—the 
information on (name yes ying p 

your type of product).”’ 


E. mosaic of communities live nearly three men whose meat and drink are the 
nd million people constituting the richest 
market for its size in America —a habits and reactions of a great and 
profit region for those who understand teeming market — the intimate, local 


= its people and its potential. angles so hard to dig out, but so very 


important in effective sales planning. 
It’s in situations like this that the 


ng Hearst Advertising Service can be of Why not call in the H-A-S man now? 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
959 — 8th Ave., New York 19, N.Y.— Offices in principal cities 


Representing: 
New York Journal-American + Pittsburgh Sun-Telegraph + Chicago Herald-American 
Baltimore News-Post-American + Boston Record-American-Advertiser + Detroit Times + Albany Times-Union 


San Francisco Examiner + Los Angeles Examiner + Seattle Post-Intelligencer 
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WHO SAYS 
THESE KIDS 
AREN'T OLD 
ENOUGH 
70 VOTE? 


AND SO...IN 
AUGUSTA, MAINE... | SURE--I \k 
- HAVE AN J, 
DO YOU \ F.6 KODAK FLASH || DRINK DO YOU 
OWN A ATTACHMENT LIKE BEST? 
CAMERA? { AND FILTERS. 


BRAND PREFERENCES 


Pr REALLY THINK V 
THESE KIDS HAVE ANY 
| BRAND PREFERENCES ? 


>. % 


IN 4| URBAN A 


HERE'S HOW IT BEGAN... | 


REAS, STEWART-BROWN 
INTERVIEWERS TALKED WITH 5,058 YOUNG 
‘PEOPLE, EXPLORED 26 PRODUCT CATEGORIES... 


WE'LL SEE...GO 
OUT AND TALK 

DIRECTLY TO 5,000 
BOYS AND GIRLS IN 
THE 8 TO 20 
AGE GROUP. <4 


” DO YOU OWN 


GIVE ME Nae 
PEPSI-COLA 


| AND IN CLEVELAND... | ~ 


I COULDN'T GETY 


| CORSICANA ‘TEXAS... 


AND IN 


A TYPEWRITER? /ALONG WITHOUT 
< . MY CORONA 
PORTABLE! 


5,000 |NTERVIEWS... 125,000 ANSWERS-~-- CODED, 
TABULATED, WEIGHTED, CORRELATED, AND SO... 


pt 
HERE IT 'IS... PROOF . 
THAT KIDS HAVE THE 
SAME BRAND CON- 
SCIOUSNESS AS ADULTS 
--BUT NOT NECESSARILY , 
THE SAME BRAND 
PREFERENCE. 


\ 


Bottled soft drinks Dentifrice 

Candy bars Hair tonic and hair 
Candy preparations 
Chewing Gum Shampoo 

Cold cereals Shoes 

Fruit Juices 

Gelatin desserts Sneakers 

Hot cereals Soap 

Ice cream and ices _ Bicycles 

Milk fortifiers Cameras 


WHAT ” Lux/... > 
ABOUT ( THAT'S FOR 


SOAP ? ME +A 


The ‘Brand Preferences of Young America”’ study 
includes the following product classifications: 


Flashlights 

Flashlight batteries 

Fountain pens 

Mechanical pencils 

Pets 

Phonograph and 
records 

Typewriters 

Comic magazines 


Interested in how your product stacks up ? 


Write or call for your copy of this important 
survey. It is well worth reading! 
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OF YOUNG AMERICA| 
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Name of Brand ps na ae Sits saeaieianaaes hh a ar 
1. Lifebuoy 19.9 30.2 9.7 7. Woodbury 4.2 2.3 6.1 

2. Ivory 15.8 18.0 13.7 8. Swan 3.8 46 2.9 

3. Palmolive 14.6 13.3 15.8 9. Cashmere Bouquet 26 10 4.3 

4. Lux 13.8 9.2 18.3 10. All Other Brands = 4.13.5 4.7 

5. Camay 8.7 9.0 12.3 Don’t Know—No Answer 

6. Sweetheart 6.2 3.6 8.7 —No preference 6.3 9.3 3.5 


® More than 1/3 of all the people in the United States 
are under 21. 


® The 30,000,000 youngsters between 8 and 20 have 
definite brand preferences in everything from 
chewing gum to automobiles. 


® Young America’s brand preferences are increasing 
or decreasing the sale of your product today. 


The National Comics Group currently 

includes 26 outstanding comic maga- 

zines which carry this symbol on their 
i covers as identification of the best in 
| comic reading. 


THE NATIONAL COMICS GROUP 


Young America’s Favorite Magazines — Guaranteed ABC Circulation 8,000,000 Monthly 


ACTION COMICS ALL STAR COMICS COMIC CAVALCADE LEADING COMICS SENSATION COMICS 
ADVENTURE COMICS ANIMAL COMICS DETECTIVE COMICS MORE FUN COMICS STAR SPANGLED COMICS 
ALL AMERICAN COMICS BATMAN FLASH COMICS MUTT AND JEFF SUPERMAN 

ALL FLASH COMICS BOY COMMANDOS FUNNY FOLK REAL FACT COMICS WONDER WOMAN 

ALL FUNNY COMICS BUZZY FUNNY STUFF REAL SCREEN COMICS WORLD'S FINEST COMICS 


GREEN LANTERN 


Represented Nationally By 
RICHARD A. FELDON & CO., INC., 205 East 42nd St., New York City * Chicago * San Francisco * Los Angeles 
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Allis-Chalmers 
m Shifts to Mass 
= = Copy Approach 


Drops Technical 
Campaign in Favor 
of Consumer Appeal 


Milwaukee, May 28.—Probably 
no other corporation in the coun- 
try has the size and range of prod- 
ucts turned out by Allis-Chalmers 
Mfg. Company. In 1939, while the 


Complete line of artists' materials 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314 N. Michigan Ave,, Cen. 3373, Chicago 1 


term still had complimentary ele- 
ments, Fortune called the com- 
pany the “Krupp Works of Amer- 
ica.” It is the 
largest corpora- 
tion in Wis- 
consin, its sales 
amount to more 
than $400,000,- 
000 annually, 
and the public 
knew practic- 
ally nothing 
about it. Until 
last fall, that is. 

Last fall, A. R. 
Tofte took over 
as advertising and public rela- 
tions director for Allis-Chalmers, 
coming up from inside the cor- 
poration. For many years, Mr. 
Tofte had felt that the technical 
copy employed by the company 
—livened only by its  institu- 
tional advertising during the war 
years—was not sufficient to bring 
the story of the company’s prod- 
ucts to the public. 

Another hitch in the company’s 


A. R. Tofte 


technical advertising policy lay 


1B ea Se MR 


in the field. There A-C salesmen 
reported that plant engineers 
were sold on A-C equipment, 
but that top management, which 
was not being reached by A-C 
advertising, was indifferent. 

There was, naturally, some op- 
position in switching from 
straight technical copy to the 
new approach. And when the 
copy core developed, a_ slogan 
which declares “One of the Big 
Three in Electric Power Equip- 
ment—Biggest of All in Range of 
Industrial Products,” there de- 
veloped sizable opposition. The 
company knew that General Elec- 
tric Company and Westinghouse 
Electric Corporation were biting 
large segments out of the electric 
power equipment market, but 
they were opposed to admitting 
it in copy. Eventually, however, 
Mr. Tofte and the agency, Comp- 
ton Advertising, won out. The 
slogan was adopted. 


Diversity Played Up 


The campaign emphasizes the 
number and diversity of Allis- 
Chalmers products, and centers 


IT BARKS. 


3 
TO 


this Catinn’s greatest bea 


ij NEVER 


ALLIS®C 


BUT NEVER BITES! 7™ _ 


UNIQUE INVENTION CUTS PULP WASTE IN BARKING LOGS—ILLUSTRA TES 
HOW A-C WORKS OUT SOLUTIONS TO PRESSING INDUSTRIAL PROBLEMS! 


Advertising Age, June 3, 1946 


Hie Cam 


com WE'LL HELP WITH YOUR “‘HEADACHES”— 


With the broadest range of practical experience 
in the world, Allis-Chalmers is ready to aid in solving 
equipment problems in almost every field! 


ALLIS-CHALMERS 


PRODUCER OF THE WORLD'S LARGEST 
LINE OF MAJOR INDUSTRIAL EQUIPMENT 7 


QUT OF THE WOODS. wo ave 


£ . 


to erpan re 
uy 


4 


HALMERS =~ s_ pw 


jeans! ares @ One of the Big 3 in Electric Power Equipment— i 
I tegrated ang Biggest of Allin Ra nge of Industrial Productsm 


OLD AND NEW—Here Allis-Chalmers Mfg. Co. switches its copy theme from 
industrial, technical selling (such as that shown above) to copy calculated to 
interest consumers in the benefits received from the wide range of industrial 


products made by the company (at bottom). 


on their relation to the public. 
In copy headed ‘Never out of the 
woods—and glad of it,” the com- 
pany discusses the many applica- 
tions of wood, adding ‘“‘you see 

the hand of Allis-Chalmers 
making machines and equipment 
that help to expand the mighty 
wood industry —that enrich your 


life by bringing the new world of 
wood closer to you! 

“How big is Allis-Chalmers in 
this picture? Not only America’s 
No. 1 builder of sawmill machin- 
ery — but important source of 
barkers, chip screens, kilns and 
allied equipment for pulp and 
paper mills—one of the nation’s 


It comes from the mills — the 
famed woolen and worsted tex- 
tile mills of Lawrence — where 


9 


machinery is “hummin’” at a 
rapid rate to fill a backlog of 
orders. Already a five year industrial and business 


That 


is a good sign for you~ it means this 


boom has been predicted for Lawrence. 
“hummin’ ” 
ninety million dollar market is remaining financially 
stable, that no reconversion problems hinder you 


from reaping real sales in Lawrence. 


EAGLE-TRIBUNE 


® Read in 95 out of 100 homes 

® 82°, home delivered 

® ABC City Zone Population 128,619 
® ABC over 35,000 


Serving hundreds of national advertisers 


te EAGLE-TRIBUNE 


 LAWRENCE,MASSACHUSETTS | 


WARD-GRIFFITH CO. - NATIONAL REPRESENTATIVES 
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leading producers of processing 
machinery for the chemical in- 
dustries!”’ 

With this copy, A-C expects 
to make the public realize the 
the extent of its production for 
industry. With only one of its 
hundreds of products, tractors, 
does the consumer meet the com- 
pany directly. 


Uses Two Product Appeals 


In each of the spreads for Busi- 
ness Week, Science Illustrated 
and Time (including air express 
and overseas editions), as well 
as the half pages appearing in 
the Chicago Journal of Com- 
merce and Wall Street Journal, 
the lower portion of the ad is 
divided between the product fea- 
tured in the copy—such as lum- 
ber equipment — and electrical 
equipment. 

The same basic format is used 
on the company’s broadcast of 
the Boston Symphony over ABC. 
The program’s makeup allows 
for two commercials, one of 
which is devoted to electrical 
equipment, the other to one of 
the fields for which the company 
makes industrial products. 

The company will continue its 
technical copy in industrial papers, 
however, in each field where its 
products are used. 


Enthusiastically Received 


Initial response to the new 
campaign, which broke last month, 
was enthusiastic, Mr. Tofte said. 
Particularly happy were the sales 
managers of the company’s branch 
offices, primarily because it was 
aimed at the level which they felt 
had not been reached by previous 
company advertising, and secondly 
because it gave them added 
prestige. 

Next year will be the com- 
pany’s centennial, and the prod- 
uct it started with—millstones— 
is still one of the hundreds it 
manufactures. The company 
spent approximately $2,000,000 
in promotional activities last year. 


WAEC Promotes Two 


G. Richard Swift, program di- 
rector of Station WABC, New 
York, has been appointed assistant 
general manager of the station and 
Don Miller, formerly account ex- 
ecutive of CBS radio sales, has 
been named sales manager. 


NAB Women to Meet 


The New England annual con- 
ference of the first district women 
directors of the National Associa- 
tion of Broadcasters will be held 
at Hotel Wentworth-by-the-Sea, 
Portsmouth, N. H., June 15-16. 


‘Parade’ Names Two 


Franklin P. Whitbeck, formerly 
with John Price Jones Corpora- 
tion, has been appointed promo- 
tion director of Parade, New York. 
Hy Gardner has been named pub- 
lic relations director. Mr. Gardner 
will continue to write the news- 
reel humor column in the maga- 
zine. 


@ Set entirely with FOTOTYPE, this 
ad is just a sample of what can be 
done with this amazing new type- 
setting device-and it cuts costs, too, 
eliminating display type and hand 
lettering charges. Quick, simple, eco- 
nomical . . . any office girl can be your 
compositor. 

Write TODAY for catalog explaining 
the FOTOTYPE system and showing 
the 60 modern types now available. 


THE FOTOTYPE COMPANY 
625 W. Washington, Chicago 6 


Swink Names Kohler 


Paul W. Kohler, formerly man- 
ager of advertising of the East 
Springfield, Mass., works of the 
Westinghouse Electric Corporation, 
has been named account executive 
of Howard Swink Advertising 
Agency, Marion, O. 


Fisher Joins Switt 

Bill Fisher, formerly in the con- 
tinuity department of Station 
WGN, Chicago, has joined the ad- 
vertising department of Swift & 
Co., Chicago. 


Ambitious Vet 
Turns Publisher 


in Job Search 


Chicago, May 28.—Disgruntled 
with “I like your stuff, kid, but we 
haven’t got a thing right now” at- 
titude of some advertising execu- 
tives 29-year-old Don Fitzsim- 
mons, discharged naval officer, 
last week prepared to bombard 60 
local ad chiefs with a miniature 


magazine styled like a Time pony. 

Unlike Time, the six-page book- 
let is devoted entirely to adver- 
tising and news describing vividly 
the return and availability of Don 
Fitzsimmons as a capable adver- 
tising writer. 

“T don’t think Time will mind,” 
he said hopefully. He estimated 
the cost of the piece with mailing 
at about $100. Said Fitzsimmons, 
“It would have been out earlier 
but the dim-out slowed me up.” 

The booklets are being mailed 


43 


to reach readers today. “It’s a 
better psychological day than Mon- 
day,” he declared, 


Forms Far East Service 


Kay K. Nishimura, formerly 
Japanese and Far East language 
editor for the U. S. Department of 
State, has formed the Far East 
Service, Inc., with offices at 531 W. 
124th St., New York, specializing 
in Japanese publishing and adver- 
tising for the domestic field, Ha- 
waii and Japan. 
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Brimming 


» Flavor) 


CONTROLLED “SHOPPER” ADVERTISING REACHES 
CUSTOMERS OF ALL STORES IN NABORHOOD SHOPPING CENTERS 


@ Criterion Posters influence consumers who shop at ALL the stores located in these busy 
centers in addition to influencing those who buy at stores where Criterion panels are erected. 


@ Criterion Posters are big (8 ft. by 4 ft.); easy to see and permit plenty of color for package or appetite appeal. 


@ Don't forget that 98% of ALL food, and 85% of ALL drug store products are bought 
in Naborhood Shopping Centers. 


@ You pick the cities. We parallel your distribution, naborhood by naborhood, with built-to-order 
Criterion Showings that work for you 365 days without letup. Remember all advertising reaches people 
but Criterion Service reaches Shopping People. 
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At a base cost of only 
$3.60 per panel per month. 
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‘advertising business—his 


One-Finger Levant 
Gets Break; Hill 


Invents Playano 


New York, May 28.—If they 
laugh when you sit down at the 
piano, scornful because you don’t 
have technique and can’t read 
music, help is at hand. An ex- 
adman, Van Dyke Hill, has in- 
vented the Playano, which is 
tailored for the one-finger Levant, 
and which is currently being in- 
troduced throughout the country. 

The Playano is a device which 
fits over the keys of a piano, con- 
sisting of a Catalin box with eight 
numbered keys. Music for the de- 
vice consists of words and num- 
bers. As the keys of the Playano 
are struck, the device strikes har- 
monizing chords in the piano. 
Initial copy, run in New York by 
Haynes-Griffin, Manhattan music 
company, declares “it’s impossible 
to strike a discordant note.” 

Mr. Hill, who was born into the 
father 


started the old Western Adver- 
tising Company in St. Louis, and 
controlled transportation adver- 
tising for that city and several 
others in the Midwest—told Ap- 
VERTISING AGE that the Playano is 
his 52nd patent. The Western Ad- 
vertising Company, incidentally, 
had several distinctions, among 
them the fact that William D’Arcy, 
later to head D’Arcy Advertising 
Company, was one of its early 
employes. 

The Playano is being distributed 
by the Chicago Musical Instrument 
Company, and is currently being 
sold in New York, Philadelphia, 
Boston, Chicago, Pittsburgh, Cin- 
cinnati, Buffalo, Detroit and Los 
Angeles. 


Sunset Starts Radio Show 


Sunset Oil Company, Los An- 
geles, is sponsoring a quarter-hour 
“It Couldn’t Happen” program 
over the Pacific Coast CBS net- 
work. The show features drama- 
tized versions of unusual events 
in world history. Hillman-Shane, 
Los Angeles, is the agency. 


SEATTLE 
POST 
INTELLIGENCER 


SAN FRANCISCO 
EXAMINER 


THE BI 


YOUR CHOICE OF POSITION 
IN THE FOLLOWING SECTIONS 


Main News, Sports, Smart Set 


At a Preferential Group-Rate, with just 
one order, one operation! 


the West’s three great Sunday newspapers means. 


* Your message delivered into the homes of 
over 1,500,000 responsive families, for a fraction 
of a cent per reader. That’s what advertising in 


LOS ANGELES 
EXAMINER 
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Teacuers 
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EDUCATIONAL: PROGRAM—A new 
Teacher's Scotch magazine campaign 
brings the old teacher (who has been 
on the back of every bottle since 1830) 
to life, as he reaches out of his frame 
for a sample. Campbell-Ewald is the 
agency for Schieffelin & Co., New York 
importer. 


Ad Readership 
Equals Editorial, 
Booklet Shows 


New York, May 29.—In a book- 
let just released, “How Important 
Are the Ads to Newspaper Read- 
ers?”, the Bureau of Advertising, 
American Newspaper Publishers 
Association, reports that people 
often read the ads as much or 
more than the leading news 
stories. 

The bureau cites evidence of this 
in a selection of 18 representative 
advertisements, each of which has 
been reported in the Continuing 
Study of Newspaper Reading, con- 
ducted by the Advertising Re- 
search Foundation. 

In a paper examined 10 days 
after allied forces landed in North 
Africa, the bureau notes, a Beth- 
lehem Steel ad outpulled all but 
two news stories among women 
readers and all but four among 
men (the ad illustrated ways in 
which the company was “First in 
ships and heavy ordnance” for the 
armed forces). Another example, 
the bureau points out, was an ad 
run during the Big Three confer- 
ence at Cairo for Sunoco Dyna- 
fuel, which attracted more men 
readers in the paper examined 
than any news story and outpulled 
all but three news stories among 
women (this ad promoted the fact 
that “In every type of allied fight- 


ing plane, Sunoco Dynafuel is 
helping to win decisive air 
battles’). 


Hughes to Universal 

George E. Hughes, formerly 
manager of the government’s 
short-wave international radio sta- 
tions, has been named vice-presi- 
dent of the Universal Broadcasting 
Company, with headquarters at 36 
W. 44th St., New York. 


Freeman Lewis Promoted 

Freeman Lewis, vice-president 
of Pocket Books, New York, has 
been elected executive vice-presi- 
dent of the company. 


Sally Mason to Posner 
Sally Mason, Inc., New York, 


has appointed the Posner Adver- 
tising Agency, New York. 
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‘More Kromex 
Soon,’ Maker 
Tells Dealers 


Cleveland, May 28.—Kromex, 
maker of cooking utensils and gift 
ware, will move into its own four- 
story building here shortly, with 
facilities for assembling all prod- 
ucts which its present suppliers 
can help produce. 

This will mean a production in- 
crease of approximately 25%, ac- 
cording to company representa- 
tives. Recently, in a four-page, 
full-color insert in Retailing Home 
Furnishings, the company an- 
nounced that increased produc- 
tion facilities and a brighter out- 
look for metal supplies should 
make it possible for dealers to get 
more Kromex in about “60 to 90 
days.” 

Company representatives also 
foresee an accelerated advertising 
campaign in national magazines 
about Sept. 1, and believe that the 
last quarter of 1946 will be in the 
nature of a “dress rehearsal” for 
the 1947 campaign. The insert in 
Retailing Home Furnishings prom- 
ises “a new line of smartly-styled 
Kromex buffet serving pieces— 
coming soon!” 


Kromex ‘Kakover’ 


Fastest moving Kromex item is 
said to be the Kromex Kakover, a 
streamlined combination platter- 
and-lid. The company’s advertis- 
ing explains that “the top fits 
snugly into the grooved plate to 
keep moisture in, air out.” Kromex 
also makes a bun warmer, “Kas- 
serole,”? cookie sheet and Frig-i- 
tor, the latter item for keeping 
ice cubes “cool and collected,” as 
well as keeping. soups and foods 
hot. The Frig-i-tor and Kakover 
are prominently displayed in 
half-page, full-color reprints from 
national magazines in the current 
Retailing Home Furnishings in- 
sert. 

Dealers are further reminded 
that “Kromex advertising works 
right in your store, too.” Back 
page of the insert shows counter 
cards with inscriptions “as adver- 
tised’”’ in Good Housekeeping, The 
Saturday Evening Post, Woman’s 
Home Companion and other na- 
tional ‘magazines. Attention is 
called to the company’s “complete 
newspaper mat service for each 
Kromex product.” 

Weiss & Geller, Chicago, has the 
account. 


LeQuatte Drops Account 


H. B. LeQuatte, New York, has 
resigned as agency for Gastonia 
Full Fashioned Hosiery Mill, Gas- 
tonia, N. C. 


Leading Agencies Rely on 
Faithorn 3-in-] Service! 


We would like to show you 
samples of work that we 
ore regularly producing for 
leading advertising agen- 
cies through our COMPLETE 
SERVICE METHOD of opera- 
tion. Ad - Setting, Engraving 
and Printing ... all under 
ONE roof. Phone or write to 


* 


THE FAITHORN CORPORATION 
400 N. Rush St., Chicago 11 
Phone WHitehall 2300 


A Complete Day and Night Service 
for Advertisers and 
Advertising Agencies 
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Hearst Moves to L.A. 


Hearst Magazines, Inc., has con- 
solidated its editorial and adver- 
tising offices and has moved its 
main office from San Francisco to 
1709 W. 8th St., Los Angeles. A 
service staff will be maintained in 
the San Francisco branch office. 


Wright Joins Relin 

Todd W. Wright, financial edi- 
tor of the New York Daily News 
for 16 years, has joined Bernard 
Relin Associates, New York public 
relations counselor. 


Furnace Maker's 
Dealer ‘Package’ 
Has Radio Spot 


Beverly Hills, Cal., May 29.— 
Payne Furnace Company, maker 
of gas furnaces, is sending dealers 
a postwar promotion portfolio 
which includes an eight-inch fiber 
record to demonstrate the useful- 
ness of radio spot announcements. 

In the 26-page portfolio, show- 


~ 2 Ee — — 


ing “Payneheat” advertising for 
1946, are folders for store or mail 
distribution, booklet broadsides, 
display cards for showrooms, a 
series of mats for newspaper ads, 
catalogs and an offer of additional 
radio announcements. The Payne 
furnaces will be promoted in 32 
publications, including American 
Home, Architectural Forum and 
Parents’ Magazine. 

Payne promises in the portfolio 
that dealers will receive fast serv- 
ice from the factory and points out 
to prospects that an Architectural 
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Forum study indicated possibly 
2,000,000 new homes in 1946. Each 
of these, the portfolio says, is a po- 
tential customer for Payne fur- 
naces. 

Knollin Advertising Agency, 
Los Angeles, handles the account. 


Donnelly Names Cully 


Joseph A. Cully, previously ad- 
vertising manager of Dougherty 
Lumber Company, has joined Lee 
Donnelley Company, Cleveland, as 
account executive, serving con- 
sumer and industrial clients. 


FINE Coated Foe 


NEEDS NO OTHER NAME 


In the making 


of almost every product, 


modern manufacturing processes have 
continually improved quality while 
reducing costs. Yet these products re- 


tain their old, 


familiar names. 


By “streamlining” the manufacture 
of coated paper, Consolidated im- 
proved printing qualities . . . while 
costs were reduced so substantially 
that coated paper is now available at 
uncoated paper prices. Yet this finer 
product remains coated paper and 
needs no other name. . 
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WISCONSIN RAPIDS, WISCONSIN 


g fashion magazines which 


are printed on Consolidated Coated. 
Publishers know from experience that 

the uniformly smooth, enameled sur- 

faces of Consolidated Coated reproduce 
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Bitsy ef aria’ 


Photograph through courtesy of 


Skinner's Silks and Rayons ... from an 


a 


Contledeted conten gene 


PRODUCTION GLOSS... MODERN GLOSS 


The photograph reproduced above was 
used originally in an advertisement for 
Skinner’s Satin in Glamour Magazine 
- .. one of an impressive number of 


in a faultless manner the texture and 
design of fine satin, lace and other 
beautiful materials and objects. 
Consolidated Coated Papers are also 
chosen by leading advertisers for their 
choicest folders and catalogs . . . and 
recommended by printers from coast 
to coast for printing of the highest 


character. 


LIDATED WATER POWER & PAPER COMPANY 


advertisement in Glamour Magazine. . 


SALES OFFICES 
135 SO. LASALLE ST., CHICAGO } 


Five Modern Mills 
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FTC Tones Down 
Order Against 


Detroit Firm 


Washington, May 28.—In the 
second “opinion” under the new 
policy of explaining its actions, 
FTC said last week a cease and de- 
sist order against Consumer Home 
Equipment Company, Detroit, had 
been “toned down” because the 
commission had been unable to 
demonstrate beyond doubt that 
some of the unfair trade practices 
occurred in interstate trade. 

Since FTC had evidence that 
some of the devices were used in 
sales in Toledo made from the De- 


troit office, a limited order was 
issued. 

While the commission felt cer- 
tain that the firm of house to 
house canvassers had misrepre- 
sented prices, substituted inferior 
merchandise for the kind ordered, 
and committed other unfair acts 
within the city of Detroit, there 
was no clear showing that these 
same methods were used in other 
transactions outside the state of 
Michigan, Commissioner Robert 
Freer wrote. 

“While the testimony and other 
evidence disclose the foregoing 
method of operations, the wit- 
nesses called, for the most part, 
were located in the city of De- 
troit and sales to them constituted 


GIBBONS 


ADVERTISING 


TORONTO MONTREAL, WINNIPEG, 


REGINA, 


KNOWS CANADA 
J.J, GIBBONS 


CO BAY STREET. - TORONTO 


LTD. 


MERCHANDISING 


CALGARY, EOMONTON, VANCOUVER 


intrastate commerce,’ Commis- 
sioner Freer said. 

“The commission is of the opin- 
ion that evidence of practices in 
the city of Detroit, though com- 
petent to indicate respondent’s 
general method of doing business, 
should not supply the sole basis 
for a finding and order in the 
absence of corroborative evidence 
of the use of similar practices in 
interstate transactions.” 


McGraw-Hill Names West 
Manager in London 


Col. Paul West has been ap- 
pointed managing director of the 
McGraw - Hill Publishing Com- 
pany Ltd., London, succeeding 
Ormsby Cooke, founder of the 
London company 46 years ago, 
who has retired. Mr. Cooke will 
continue as a member of the board 
of directors, serving in a consult- 
ing capacity to Col. West. 

Colonel West joined McGraw- 
Hill in June, 1945, after service as 


a paratroop officer in Africa and 
the Balkans. Previously he was 
for 10 years on the staff of Time, 
Life and Fortune, and has spent 14 
years in Latin America, Great 
Britain, the Balkans, and the Mid- 
dle East. 


Wickstrum Promoted 


B. K. Wickstrum, with Sylvania 
Electric Products, New York, since 
1939, has been appointed general 
sales manager of lighting products. 
Mr. Wickstrum formerly served as 
West Coast and midwest sales 
manager, and more recently as ad- 
vertising and sales promotion man- 
ager of the lighting division. 


City Begins Campaign 
The city commerce department 
of Rochester, N. Y., plans to run 
advertisements in trade publica- 
tions soon, similar to one recently 
placed in the New York Times, 
stressing aid given by the depart- 
ment to manufacturers seeking 


Rochester distributors. 


. at 
Who needs it most? . .. During the war, the 
government gave the farmer high priority on automotive transportation 

. .. because the modern industry of farming is absolutely dependent on the 
automotive vehicle, to move the farmer’s produce to market, to ship and 
carry his own supplies, to keep in touch with communications, rail and truck 
routes, the nearest town, to carry on business, personal and family pursuits. 


°€ 


Today, the farmer occupies a new niche as a new car buyer... is a better prospect for any new 

product. With five years of peak production and high prices behind him, with wider tax exemptions 

and greater net income, with old obligations materially reduced and billions 
in savings . . . the successful farmer is currently a choice customer, able and 


willing to buy the best available... 


So SUCCESSFUL FARMING has new stature as a medium for moving 


Detroit, Atlanta, San Francisco, Los Angeles. 


motorcars or any merchandise, because of its new status in the best class 
market in the world today...Its million plus farm family subscribers 
are segregated in agriculture’s top territory, the thirteen Heart States 
plus New York and Pennsylvania . .. have the largest farm investment, 
the highest yields of the best cash crops, the largest farm incomes 
. .. as well as the best brains in farming, most advanced programs, 
most wants coupled with most means . . . As the first medium in this 
market, first in influence with the farm family as well as the farmer 
industrialist, quality concentrated . . . SuccEssFUL FARMING deserves 
top consideration on any advertising schedules set up for selling ! 
The nearest SF office, can show convincing data... Ask today!... 
SuccEssFUL FARMING, Des Moines, New York, Chicago, Cleveland, 
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Foreign Language 
Brand Buying 
Habits Studied 


New York, May 29.— Buying 
habits of Italian, Polish and Jewish 
families in the metropolitan area 
differ only in minutiae from those 
of other families, a study of for- 
eign language groups made by 
The Pulse, Inc., for WHOM, the 
Cowles station specializing in for- 
eign language programs, shows. 
Checking on brands of coffee, 
bread, cold cereals, wine, toilet 
and dish-washing soaps, The Pulse 
visited 600 homes in each group, 
finding significant differences from 
the average only in isolated cases. 
For example, Maxwell House was 
the preferred coffee in all three 
groups, followed by A&P’s Red 
Circle. In Italian homes, Mag- 
dalia D’Oro was in third place. 
Silvercup, Bond and Tip Top 
were principal sellers in the bread 
classification, the significant dif- 
ference being that more than one- 
third of Jewish and Italian homes 
use other than standard white 
bread, with Italian white found in 
39.7% of the Italian homes, and 
rye and rye rolls found in 34.5% 
of the Jewish homes. 

Among Italians, 84.7% said they 
use wine, compared with 62.7% of 
the Jews and 37.8% of the Poles. 
Home-made wine was found in 
17.7% of the Italian homes. Ivory, 
Lux and Palmolive were reported 
as the three most popular toilet 
soaps in all language groups, and 
Kellogg’s corn flakes, Wheaties 
and Kellogg’s Rice Krispies were 
at the top of the demand heap. 
Bar soaps most popular among 
Italians are Ivory, Swan and Proc- 
ter & Gamble, with Super Suds 
and Rinso leading among package 
soaps. Rokeach Kosher was the 
leader in Jewish homes, followed 
by Ivory and Swan, with Duz and 
Super Suds leading package soaps. 
The Poles were not queried on this 
subject. 


. J . 
Pathfinder’ to Biweekly 

Pathfinder, small town news 
weekly, will be published fort- 
nightly beginning with the June 
5 issue. It has been a weekly for 
more than 50 years. Graham Pat- 
terson, publisher of Pathfinder 
and Farm Journal, said that the 
change, contemplated for some 
time, had been hastened by con- 
tinuation, of paper shortages. Bi- 
weekly publication, he said, will 
permit Pathfinder to increase in 
size and cover news more ade- 
quately. 


‘Outdoors’ to Up Rate 


Outdoors magazine will increase 
its rates from $840 to $990 per 
page, effective with the January, 
1947, issue. The increase is in line 
with an increase in the ABC 
guaranteed circulation from 250,- 
000 in 1946 to 300,000 in 1947. 


\ CANNOT BE SOLD 
FROM THE OUTSIDE 


Concentrated Circulation! 


92% of the Times 14,270 ABC 
circulation is home-carrier-deliv- 
ered with a 73% Bayonne family 
subscription. Get your story into 
a majority of the homes six 
evenings every week, 


THE BAYONNE TIMES 


NEW JERSEY 


BOGNER & MARTIN 
Sales Representatives 


NEW YORK CHICAGO 
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June 10-12. Newspaper Adver- 
tising Executives Association, con- 


vention, 
York. 

June 13-16. National Editorial 
Association, 61st annual conven- 
tion, Stanley Hotel, Estes Park, 
Colo. 

June 13-16. Newspaper Adver- 
tising Service, annual meeting, 
Stanley Hotel, Estes Park, Colo, 

June 17-20. International Cir- 
culation Managers Association, 
annual convention, Neil House, 
Columbus, O. 

June 20-22. National Industrial 
Advertisers Association, conven- 
tion, Hotel Claridge, Atlantic City. 

June 24-28. Pacific Advertising 
Association, annual convention, 
Spokane, Wash. 

July 26-27. Carolinas Advertis- 
ing Executives Association, 8th an- 
nual summer conference, Fort 
Sumter Hotel, Charleston, S. C. 

Sept. 30-Oct. 2. Southern News- 
paper Publishers Association, 42nd 
annual convention, Edgewater Gulf 
Hotel, Edgewater Park, Miss. 

Oct. 10-11. Television Broad- 
casters Association, second televi- 
sion conference, Waldorf - Astoria 
Hotel, New York. 

Oct. 18-19. Direct Mail Adver- 
tising Association, annual conven- 
tion, Hotel Stevens, Chicago. 

Oct. 21-24. National Association 
of Broadcasters, annual meeting, 
Chicago. 


Commodore Hotel, New 


Coca-Cola Buys 
Brazilian Air Time 


McCann-Erickson’s office in Sao 
Paulo, Brazil, has signed contracts 
in behalf of Coca-Cola to sponsor 
a series of sports broadcasts over 
Radio Tupi. The series will in- 
clude three-hour broadcasts of 
football games Saturdays and 
Sundays, a 15-minute daily sports 
news program and a half-hour 
Sunday sports commentary. 

Trade talk is that Coca-Cola 
may wrap up the first big post- 
war European radio seal, possibly 
using Jean Sablon recordings 
beamed from Radio Luxembourg, 
but no official announcement has 
yet been made. 


KWTO Appoints Three 

M. Wayland Fullington, former 
program director of Station 
KWTO, Springfield, Mo., has been 
placed in charge of sales promo- 
tion. Succeeding Mr. Fullington 
as program director is William 
McCord, recently released from 
the Army air forces and before 
that announcer for WLW, Cincin- 
nati. Bill Ring, announcer-pro- 
ducer for KWTO, has been named 
production manager. 


"OIL WEEKLY 
VS | + 


TANGIBLE RESULTS OF 
PRODUCT IMPROVEMENT 


From August to December, 1945, the 
editors of The Oil Weekly travelled 54,000 
miles by air over the global field of oil 
production. When the war with Japan 
ended The Oil Weekly immediately put 
into operation its standing plans to follow 
its readers’ operations abroad . . . to get 
real “local color” for the monthly /nter- 
national Feature issues. 

It is significant that the paid foreign 
circulation of The Oil Weekly today is 59% 
above what it was when the war ended. 

1946 editorial itinerarics embrace Asia, 
Europe, the Far East, the Near East, the 
South West Pacific, and further field work 


throughout the entire South American 

continent. 

Houston New York Cleveland 
Chicago Tulse los Angeles 


Adopts New Hallmark 

The Wood Office Furniture In- 
stitute, Washington, will use an 
embossed “W” symbolizing wood 
on a field of gold, resting on a 
base having dove-tail ends, as its 
new hallmark to identify products 
of member manufacturers. 


Siegman Appoints Grey . 

Arthur Siegman, New York, 
manufacturer of Signet men’s 
neckwear, has placed its advertis- 
ing with Grey Advertising Agency, 
New York. 


British Census 


Includes Agencies 


London, May 22.—In a British 
census of distribution currently in 
preparation for use in 1949, adver- 
tising agencies will be included 
among “services pertaining to 
distribution,” the census commit- 
tee has announced. 

The census will cover primarily 
manufacturers’ sales, importers of 
consumer goods, wholesalers, re- 


tailers, service stations, garages, 
restaurants, pawnbrokers, under- 
takers and cleaners and dyers. In 
a secondary list are advertising 
agencies, hotels, entertainment 
ticket agencies, export merchants, 
warehousing and stevedoring or- 
ganizations, transportation agen- 
cies and estate agencies. 

While the nature of the questions 
has not been disclosed, it is be- 
lieved that they will cover a 
breakdown of distribution costs in 
British business. 


; 47 
Lawson Opens Agency 


Carl R. Lawson, an account ex- 
ecutive for more than 20 years 
with Kansas City, Mo., advertis- 
ing agencies, has opened his own 
agency at 4722 Broadway, Kansas 
City, specializing in agricultural 
accounts. 


Sales Group to Meet 

The National Society of Sales 
Training Executives is holding its 
spring meeting at the Mayflower 
Hotel, Manomet Point, Plymouth, 
Mass., June 2-5. 


Near Crisis at Oxford Paper Company 


by Tony Barlow 


ier makes its own pulp 
of many varieties for the 101 
different kinds of quality paper it 


produces. 


There in a nutshell is one basic 
reason why such high standards 
of quality can be set and main- 


tained for all Oxford papers. 


Not only do we take extreme care 
in making pulp —not only have 
we huge wood reserves on which 
to draw —we also do everything 
right through to the finishing of 


our papers. Oxford is completely 


integrated. 


There are other good reasons for 


INCREDIBLE ! 


IN MAKING PULP FOR 
OXFORD PAPERS A FEW WOOD FIBRES 
FALL SHORT OF BEING TWICE AS 

UNIFORM AS PEAS IN A POD. 


Oxford quality. 


“know-how,” 


guide to our veteran craftsmen’s 
samples from 
every paper run get numerous 
laboratory tests to make sure that 
quality remains uniformly high. 
In addition, for many years now 


As a constant 


Included in Oxford’s 


Mainefold, White Seal, 


Oxford has been accustomed to 
making over 1,000 miles of quality 
paper a day. Behind this experi- 
ence is never-ending research in 
all kinds of paper problems. So 
when you think of quality print- 
ing papers, think of Oxford first. 


line of quality printing and label 
papers are: ENAMEL-COATED — Polar Superfine, Maineflex, 
and Rumford Litho C1S; 
UNCOATED—Engravatone, Carfax, Aquaset Offset, Duplex 
Label and Oxford Super, English Finish and Antique. 


OXFORD PAPER COMPANY 


230 PARK AVENUE, NEW YORK 17, N. 
MILLS at Rumford, Maine and West Carrollton, Ohio 


WESTERN SALES OFFICE: 35 East Wacker Drive, Chicago 1, Ill. 


Advertising Age, June 3, 1946 a 
i Ow ae ene ee. 
vonventlions = 
; | ee 
| 
| 
| ; >’ 
 § | Ey : 
a wy Y EX | 
| RTO a Bx 
eel Le A 
i | i) ‘ - 
| ¢ A “a 
ae Sp han Sad Se ete — 1; Seip eit 
| —— ~~ r= pie 
| 7 — 
° | — | 
% | bal (ie = 
_ — | 
e | 
1e 
= 
rm | 
Nl | 
in 
- - 
se i” 
er ee ee ag 
Y, . 
ne <a aRAA AERATED - 
iC ee 
- | “a | eyinsee 
a4 , | et 
i -—_—= . ae 
| — See 2p a os: 
D | Seon. ae 
DE a ae 
. bo | *} ya se: s 
nt | LAr -. 
| Oe a 
BC | 
liv- ] 
ity | —_———_ 
nto : 
six a 
ee a _ 
on 
:S | 
tives 
AGO a 


Appoints Detroit Agency 


Superdraulic Corporation, Dear- | handle its advertising. Trade pub- 


sions and valves, has appointed 
Florez, Phillips & Clark, Detroit, to 


born, Mich., manufacturer of hy-j/lications and general magazines 
draulic pumps, motors, transmis-| will be used. 


SOLD 
ONLY BY MAIL 


TREAT YOURSELF 


TO TOOTHSOME 


ED NATURAL 


AG \ 
CHEESE. 
Be 


From the ‘‘Alps of Wisconsin” comes this Treasure 
of good eating. Tenderly produced by skilled cheese- 
mokers, Swisconsin cheese is delicious and nutri- 
tious and comes to you at the height of perfection. 


Swisconsin Tempter Assortment 
This delightful assortment includes Shelf-Cured 
SWISS — Cave-Cured BLUE — Zestful MEL-O- 
PURE — Old Dutch Style EDAM and Nippy AMER- 
ICAN. ( 4 Ibs 10 oz. net weight). 


SEND CHECK } 
AND MAILING Prepaid East of Rockies; add 10¢ $350 


DIRECTIONS TODAY turther west 


Orders Survey 
of Highway Signs 
in New York State 


Albany, N. Y., May 29.—A sur- 
vey of the state’s highway system 
to remove signs considered detri- 
mental to safe operation of cars 
was ordered last week by Charles 
H. Sells, state public works super- 
intendent, on the invitation of the 
Outdoor Advertising Association 
of New York. 

Safety engineers operating in 
ten regions will conduct a thor- 
ough survey before making any 
“major correctional changes,” Mr. 
Sells said. The association, repre- 
senting the majority of outdoor 
advertising companies, has agreed 
that no signs will be erected near 
or along the proposed state thru- 
way from New York to Buffalo. 

Mr. Sells, who conferred with 
association spokesmen, expressed 
“sratification” with the action 
taken at the group’s recent New 
York City convention. Members 


had approved a three-point pro- 
gram calling for cooperation with 
the state department’s highway 
safety program; elimination of red 
and green electrical signs where 
they are likely to cause confusion 
in traffic, and elimination of 
flashing signs. The agreement is 
expected to accomplish some of 
the major objectives sought in 
outdoor advertising bills proposed 
in the state legislature in recent 
years. 


Joins Potts-Turnbull 


Paul Terry, formerly associated 
with Bullock’s, Los Angeles, as 
cosmetic commercial writer for the 
store’s radio series, and before that 
radio director and copy chief of 
Dana Jones Company, Los An- 
geles, has been appointed copy 
chief of Potts-Turnbull Company, 
Los Angeles. 


Weir Appointed Agency 

Metropolitan Group, New York, 
has appointed Walter Weir, Inc., 
to handle its advertising. The ac- 
count was formerly handled by 
L. E. McGivena, Inc. 
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In January, when we started the “BETTER your home, 
better your LIVING” program. Manufacturers, agency 
executives, and retailers assured us there was a real need 
for such a crusade. Government figures showed that the 
American Family was spending only 8c of every spendable 
dollar on “‘Home’’. With planned editorial material, 
national newspaper advertising, publicity and trade paper 
advertising, we launched this long-term, long-pull crusade 


to make the American People realize how important Home 
should be. 


NOW, AS OF MAY 6th— 
... Retail stores have run this basic theme in over 


250,000 lines of local advertising (the equivalent 
of 155 full pages.) 


...476 executives of advertising agencies, major retail 
stores and manufacturers have written that they 
were joining. 

.»+ Hundreds of window displays, counter cards, mer- 
chandise tags are basing their selling appeal on 
“BETTER your home, better your LIVING.” 
.-. house furnishings and appliance manutacturers 
are developing the fall copy plans around this theme. 


This is remarkable testimony to a sound idea. 


BUT IT IS JUST A START...This program is in no 
way “just a promotion.” It is a basic crusade which must 
be, and will be, promoted day after day, week after week, 
yes—year after year. 


So, with this wonderful beginning—, we urge you to con- 

tinue your “BETTER your home, better your LIVING” 

program, if you have started,—to start immediately if it 

is news to you—for it is too big for any one organization 

or group—and it is big enough for all of us. 

Retailers—Make it a part of every local advertisement 
you run—use the symbol, use the slogan. 


Manufacturers—Your tags, counter cards, window dis- 
plays, newspaper mats will have more selling force 
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with the symbol and slogan. 


Agency Executives—Consider this basic selling appeal 
—get the flavor of it into your copy, incorporate the 
symbol in every advertisement. It will pay big divi- 
dends to every one of us in a vastly expanded 
market for home furnishings and equipment. 


Beller your Mome.. blr ‘YOUr Living 
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Hunting a Name 
Like Kodak, Duco? 
Just Spin a Dial 


Chicago, May 28.—Want a catchy 
coined brand name with the sales 
impact of Kodak or Kotex? 

Then invest $2.80 in a copy of 
an interesting book just received 
from England; spend several hun- 
dred hours revolving discs to get 
the perfect letter combinations; 
and back your final choice with 
several million dollars of sound 
brand advertising. 

The book is “Trade Names, a 
Guide to their Invention, Protec- 
tion and Use” by A. H. Cousins 
and H. E. Wadsworth, published 
at six shillings by Harlequin Press 
Company, Manchester and London, 

Principal feature of the book is a 
set of four concentric discs, termed 
“name finders.” No. 1 yields words 
of the “Kodak” pattern, alternat- 
ing consonants (c.) and vowels 
(v.). No. 2 supplies words of the 
“Sanka” pattern (c.v.c.c.v.). No. 
3 helps form a full range of one 
syllable words from three to six 
letters, such as “Kraft.” No. 4 
creates a broad variety of words 
ending in “strong” or “soft” end- 
ings such as “ora,” “ola,” “aire,” 
“18, ‘ized”’ and Stowe 7? 

The authors divide all trade 
names into four basic types: (1) 
the firm name, (2) the indirectly 
descriptive invented word, (3) the 
ordinary word which is not de- 
scriptive, and (4) the invented 
word which is not descriptive. 

In 69 pages the authors discuss 
the merits of each type and re- 
view the qualities, vocal proper- 
ties and mechanical construction 
of brand names. Final chapters 
outline legal requirements, regis- 
tration procedures and classifica- 
tions of names in both Britain and 
the U. S. 

Finding a perfect trade name 
is relatively easy, they say, when 
an entirely new substance is to be 
marketed, for which no _ trade 
names exist. 

“Generally speaking,” the 
authors point out, “it is useless to 
try to force a new name of the 
Bovril type upon a known com- 
modity unless the product has 
some new feature or distinctive 
characteristic, the new name is as 
easy to say as the class name, and 
the advertiser has sufficient finan- 
cial backing to make it a house- 
hold word.” 


Heads Airline’s Sales 


R. E. S. Deichler, who joined 
American Airlines, New York, in 
August, 1945, as executive assist- 
ant to the chairman of the board, 
and recently vice-president in 
charge of administration, has been 
appointed vice-president in charge 
of sales. He succeeds Charles A. 
Rheinstrom, who has resigned. 
Mr. Reinstrom has not announced 
future plans. 


Reed, Daly Promoted 


John C, Reed, in the engineer- 
ing and research departments of 
American Radiator & Standard 
Sanitary Corporation, Pittsburgh, 
has been appointed manager of 
research and product development. 
Robert E. Daly, in the sales and 
engineering departments, has been 
named director of product engi- 
neering. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 
La Salle-Wacker Bldg. 


Chicago, III, 
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Self-Regulation | 


Is Needed Most, 


FreerTells AFA — 


Milwaukee, May 29.—The Fed- | 
eral Trade Commission can stop) 
the “outright sinners” among ad- 
vertisers, but only effective self- 
regulation by the industry itself 
can really eliminate bad taste and 
produce real truth, Commissioner 
Robert E. Freer told the Advertis- 
ing Federation of America today. 

Praising the AFA and its mem- 
ber clubs for their activities on 
behalf of truth in advertising, Mr. | 
Freer insisted that advertising can | 
help _itself “by instilling in the) 
minds of those who actually em- | 
ploy-and produce advertising, the | 
hard fact that real truth and good | 
taste in advertising is good busi- | 
ness.” 

If advertising were only as good | 
as the FTC can order it to be, it | 
would be very bad indeed, Mr. | 
Freer said, adding: | 

“Advertising should not be con- | 
sidered as a substitute for honest | 
market information, nor as a 
means of minimizing such infor- | 
mation, or the polite consumer | 
agitation of today for more real | 
information may tomorrow be-| 


come a roar of indignation culmi- ~ 


nating in establishment of a means | 
of securing that information which 
will by-pass the advertiser. 
“Another field in which you may 
be of real service to yourselves 
and the public is that of improv- 
ing good taste. Regulation of good 
taste in copy is certainly no func- 
tion of any government agency, 


yet lack of good taste is a criticism | 


which may fairly be leveled at 
some copy, whose preoccupation 
with bodily functions, religious 
beliefs, loyalties or prejudices is 
bound to offend a substantial part 
of the public. When _ utilizing 
radio, for instance, the advertiser 
may walk in the twilight zone of 
good taste through the program 
itself, even though his commer- 
cials are above reproach.” 


Steel Company Changes 


The sales promotion department 
of Pittsburgh Steel Company has 
been absorbed by the sales de- 
partment following resignation of 
Elmer T. Wible, former manager 
of product promotion. Garrett A. | 
Connors, vice-president in charge 


of industrial and public relations, | 


has taken over advertising duties. 
Lester Gaupp has been named 
office manager-advertising. 
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This and many other sur- 
prising market data are re- 
vealed for the first time in 


\A’SURVEY OF THE 
NEGRO MARKET 


aes aa - 
WASHINGTON. 


Prepared by 
RESEARCH CO. OF AMERICA 


for the 
yy WASHINGTON AFRO-AMERICAN 


Represented Nationally by 
ASSOCIATED PUBLISHERS, INC. 
562 Fifth Ave., New York 19, N. Y 


Elects Napier, Campbell 


Mark Napier, with J. Walter 
Thompson Company in Toronto 
since 1936, and Robert M. Camp- 
bell, who has served in the Mont- 
real and Toronto offices since 1941, 
have been elected vice-presidents 
in the Toronto office and ap- 
pointed to the plan board. 


Plan Plastics Campaign 

Stack - Plastics, Los Angeles, 
maker of toys, has appointed M. M. 
Young—Advertising, Los Angeles, 
to handle its account. 


Signs 10-Year Contract 


In preparation for a ‘“tremen- 
advertising 
campaign, Korach Brothers, Chi- 
cago maker of junior sportswear, 
has awarded a 10-year contract 


dous and _ intensive’ 


to Kuttner & Kuttner, 
agency. 


Wallach to ‘Reporter’ 


Milton H. Wallach, men’s wear 
advertising manager of the New 
York Sun, has resigned to become 


co-publisher of Men’s Reporter. 


Conduct French Survey 


A recent survey of opinion in 
France concerning commercial 
broadcasting revealed that 52% 
of those questioned oppose spon- 
sored broadcasts, 42% do not be- 


rian’ s sponsored programs would 


be “annoying,” and 6% are un- 
| decided. 


Peter Joins ‘McCall's’ 


John Peter, art director of the 
visual research division of Look, 
has joined McCall’s as art director 
in New York. 


KHON to Join Mutual 


Station KHON, Honolulu, Ha- 
waii, now under construction, will 
join the Mutual-Don Lee network 
July 4. Owned by Aloha Broad- 
casting Company, the station will 
operate on 250 watts at 1400 kc. 


Kohler Joins Swink 

Paul W. Kohler, former adver- 
tising manager of the East Spring- 
field, Mass., works of Westing- 
house Electric Corporation, has 
joined the Howard Swink agency, 
Marion, O., as account executive. 
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The folks in the WSM listening area are hearty 


eaters. They will be well fed through 1946. 


Yet, they would buy $177 million of fine pack- 


aged foods which will not reach them this year, 


if the processors could match the demand which 


exists here now. . 


What will happen when production catches up 


with our five million people? Whose brands will 


they buy? 


That depends largely upon what they hear over 


the station they have learned to trust, because for 


twenty years it has never failed them. 


That’s why we suggest WSM as the one medium 


which, single-handed, can sell an idea or a product 


at low cost—and without elaborate combinations 


—to this big, busy and prosperous market. 


HARRY STONE, Gen. Mgr. 


# 


WINSTON S. DUSTIN, Comm. Mgr. 


EDWARD PETRY & CO., National Representatives 
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AMiiliation Holds Parley 
Despite Railroad Tie-up 


Only Seven Speakers 
Fail to Reach City; 
Banquet a ‘Sell-Out' 


Pittsburgh, May 28.— Despite 
the rail strike that crippled trans- 
portation throughout the country, 
some 500 delegates from 17 clubs 
in the United States and Canada 
attended the three-day session of 
the 45th convention of Interna- 


| WHO SPECIALIZES IN CARTOONS AND 

CONTINUITIES FOR JOHNSTONE 
? q 

ADVERTISERS ! AnD CUSHING 


i 


tional Affiliation of Sales and Ad- | "°° 


vertising Clubs here last week. 

The transportation tie-up started 
only a few hours before the open- 
ing of the convention, while hun- 
dreds of delegates and many of 
the speakers were on their way 
or about to start from all over the 
eastern United States and from 
many parts of Canada. Neverthe- 
less, all but seven of 30 speakers 
appeared and all available space 
was sold out for the annual ban- 
quet on the second night. 

Walter Gates, sales director of 
Pennsylvania Central Airlines, 
who had just recently joined the 
Pittsburgh Advertising Club, host 
club for the convention, had his 
baptism of fire when he was sud- 
denly precipitated into the star 
role on emergency transportation. 

Typical example of the work 


| 


| done by the Pittsburgh convention 
/committee involved Elon G. Bor- 


ton, president of the Advertising 
Federation of America, who was 
scheduled as principal speaker at 
the opening luncheon. Mr. Borton 
was in Chicago, making an after- 
speech. When the strike 
started he failed to get plane ac- 
commodations out of Chicago and 
went to the evening session of a 
gathering in Chicago. When he 
got back to his hotel near mid- 
night, he found a telephone mes- 
sage from the airlines office saying 
that the Pittsburgh committee had 
arranged accommodations for him. 

Several speakers drove all night 
to get to Pittsburgh and went on 
the platform without sleep. Mrs. 
Elizabeth Kidd, associate copy di- 
rector of N. W. Ayer & Son and 
author of the book “Just Like a 
Woman,” started out by car from 
Philadelphia when the strike can- 
celed her railroad reservations. 
When she was a hundred miles on 
her way, a Pennsylvania motor- 
cycle policeman stopped her with 
a message to call her home. She 


was told that her maid had put} 
into her car the wrong bags, all 
the exhibit material for her speech, 
and all her clothes for a speaking 
tour having been left at home. 
She started back, met the maid 
halfway in another car, and ar- 
rived in Pittsburgh after dawn. 


Advertising Burlesqued 


Exhibits and panel discussions 
presented an interesting experi- 
ment in convention program plan- 
ning. No serious exhibit was per- 
mitted; everyone had to burlesque 
the advertising profession, and 
much of it was done in the theme 
of the Gay ’90s. 

The panel discussions were tied 
together in one central theme— 
the marketing problems involved 
in the hypothetical launching of a 
new home freeze unit. The panels, 
speakers, and the audience took 
one phase after another of the 
problems of such a venture, from 
an analysis of the market to train- 
ing retail sales personnel. 

Premise of the panels was that 
a domestic appliance manufac- 
turer, with established distributor 


Jf 


CINCINNAT 


ken ENQUIRER CARRIES MORE | 


NATIONAL ADVERTISING 
LANWAGE THAN ANY 

OTHER CNCINNATS 
WENSPAPER 


“But all Mr. McGeevers needs to know is that 


Solid Cincinnati reads The Cincinnati Enquirer...’ 


’ 


We also doubt if Mr. McG’s eyebrows will hoist a fraction of an inch to learn 
that The Cincinnati Enquirer carries the most national advertising linage of any 
Cincinnati newspaper. It’s just what any space buyer would expect of the news- 
paper that reaches Solid Cincinnati. (Which The Enquirer does!) Page by page, 
feature by feature, The Enquirer is built to appeal to the solid, substantial, 
thinking, money-to-spend people in this great 1,155,703-trading area. So it’s 
hardly surprising that in 1945,The Enquirer carried 389,503 more lines of national 
advertising than any other Cincinnati newspaper. Nor that the margin has been 
widening for several years. And naturally, The Enquirer is first in retail display 
and classified linage, too, Represented by Paul Block and Associates. 


Use The Cincinnati Enquirer to get in solid with Solid Cincinnati 
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outlets in all metropolitan centers, 
had decided to introduce a home 
freeze unit. The unit, equal in 
every respect to competition, was 
to sell for $25 less than current 
market prices. First year’s pro- 
duction was set at 500,000 units, 
and an advertising and sales pro- 
motion budget was set up at $1,- 
000,000. A moderator in each of 
the four panels briefly stated his 
phase of the problem and then 
alloted time to each of three ex- 
perts who presented their opin- 
ions. These were followed by 
open discussions. 


Product Analysis Made 


In the first panel, covering 
product analysis, Miss Anne Sut- 
ter, home service director, Du- 
quesne Light Company, Pittsburgh, 
reported on the results of surveys 
made by a number of nationally 
known appliance makers on what 
the public wants in home freeze 
units. One frequent complaint, 
she said, is that the units were de- 
signed without giving enough at- 
tention to the problem of getting 
foods out easily without handling 
other foods in the process. Miss 
Sutter pointed out studies which 
showed home freezers in homes 
of people of very humble circum- 
stances, and pointed to the 25,000,- 
000 home canners as an index to 


‘the possible size of the market. 


William Goodman, head of the 
industrial design firm of William 
Goodman & Associates, Chicago, 
gave a blueprint for the type of 
unit which should be designed to 
fit specifications laid down by Miss 
Sutter. He picked a rectangular, 
low box measuring 34” x 53” x 39”, 
containing 8 to 9 cu. ft. and planned 
to hold about 375 pounds of food, 
as being most economical to pro- 
duce and best suited to the aver- 
age needs. 


Price Not Important 


Walter Weir, of Walter Weir, 
Inc., who was to have spoken on 
the relative importance of various 
features of the design, was unable 
to attend and his prepared manu- 
script was read by William Arthur, 
chairman of Ensign Advertising 
Agency, Pittsburgh. Mr. Weir 
pointed out that the $25 advantage 
in price was not a major sales fea- 
ture in such an appliance, since 
the prospect is more interested in 
buying a dependable unit from an 
established firm than in saving 
such a sum. He warned, too, that 
too much dependence could not be 
put upon the current demand for 
these units, as the time will come 
when food is not so scarce and 
money is not so plentiful. Mr. 
Weir felt that the sales plan should 
contain explanations of the differ- 
ence between refrigerators and 
home freezers, since the public is 
still confused about their overlap- 
ping functions. 


Markets Laid Out 


On the second panel, Paul K. 
Edwards, assistant research direc- 
tor, J. Walter Thompson Company, 
told of prospective buyers and 
their location. He believes the 
home freeze unit will not find 
a substantial market in the im- 
mediate future with families earn- 
ing less than $3,000 annually. The 
potential market even then would 
number about 10,000,000 families 
but it is a market for which other 
products will be fighting. The big 


No Burton Browne 
client has a 
competitor with 
better advertising 


BURTON BROWNE 
ADVERTISING 


619 N. MICHIGAN, CHICAGO II « DEL. 8300 
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job ahead is one of promotion, he 
said, 

T. J. Newcomb, sales manager, 
electrical appliance division, West- 
inghouse Electric Corporation, 
Mansfield, O., questioned some of 
the assumptions made by other ex- 
perts. Rather than allocate a par- 
ticular total to any distributor, he 
would mark the territory off into 
zones and then approach each dis- 
tributor or zone in the light of past 
sales of similar equipment, he 
said. 

R. L. Becker, vice-president of 
sales, Aluminum Cooking Utensil 
Company, New Kensington, Pa., 
analyzed the patterns of competi- 
tion and set up a pattern of sales 
quotas. Figures given by market 
research experts are as nearly) 
scientific as possible, he said, but | 
there are always factors in quota) 
setups which are variables. | 


Media Present Campaigns 


| 


Third panel covered media an- | 
alysis, with Harold Barnes, assist- | 
ant director of sales, ANPA Bu- | 
reau of Advertising, presenting | 
the case for newspapers. On the) 
basis of a survey on the potential | 
demand for the freezers, Mr. | 
Barnes reported that the market 
for a long time would be a rather | 
spotty one, and that it is there-, 
fore a market best suited to de- 
velopment with newspapers. He) 
submitted recommendations for a. 
schedule of newspaper ads, a 1,200- | 
1,500 line schedule in leading pa-| 
pers in all cities of 10,006-100,000 | 
in the top 16 states, yielding a 90% | 
coverage of leading prospects. 

A. S. Gow, district manager of | 
Curtis Publishing Company, Phila- | 
delphia, presented the case for) 
magazines. Reviewing some of the | 
successes achieved by national | 
magazines in the promotion of | 
other appliances, he submitted a 
budget of 26 full-color spreads in | 
general magazines, a schedule of | 
12 color pages in women’s books, | 
and a schedule of 12 full-color 
pages in farm publications. 


Radio Hits Budget High 

Charles P. Hammond, director 
of advertising and promotion, Na- 
tional Broadcasting Company, | 
recommended a basic network to! 
cost about $250,000 for time, a 
little less than that for talent, and | 
a prize contest to induce people to 
go into dealers’ stores for contest | 
entry blanks. He recommended | 
that this program be supple- 
mented with newspaper ads in 
the radio cities. 

Mr. Hammond’s program totaled 
$1,000,000 and total expenditures 
recommended by the three media 
representatives was $2,020,000 — 
more than double the original 
budget. 

At the last panel, covering the 
campaign, William Tyler, copy 
chief of Doherty, Clifford & Shen- 
field, described the procedure to 
be followed in deciding on the 


500,000 


WRITE FOR INFORMATION 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
6400 


copy theme. After exhibiting ac- 
tual tear sheets of all current ad- 
vertising on home freeze units, he 
discussed the four possible ap- 
proaches to the job of launching 
the new product, discarding (a) 
price appeal, because it is not of 
great importance at this stage; (b) 
“concept advertising,’ as being 
wasteful and better adapted to a 
home freeze assgciation with either 
advertising or publicity; and (c) 
publicity advertising, which he 
said is all right for established 
figures in this market but not 


| 


adapted to the need of a hard|pany, Trenton, N. J., who pre- 


hitting campaign for a newcomer. 
This left only a product campaign, 
which he recommended highly. 


Walter P. Glenn, art supervisor, 
Young & Rubicam, submitted ac- 
tual layouts for a proposed cam- 
paign which paralleled Tyler’s 
ideas and included a variety of 
styles, including (a) before and 
after treatments; (b) appetite ap- 
peals; (c) self-evaluation ideas, 


and (d) testimonial ads. 


Graham Rohrer, sales promotion 
manager of Baldwin-Hill Com- 


sented the advertising manager’s 
side of the picture, reviewed mer- 
chandising plans for the mythical 
freezer and said, ‘‘All this must 
finally funnel to the prospect 
through the retailer’s salespeople.” 
He then outlined the necessary 
training of .salespeople—providing 
them with manuals, sales helps, 
printed information on the science 
of freezing foods, etc. 

The only one of the convention 
panels seriously disrupted by the 
strike was the direct mail session. 


| 


Three of the four speakers were 
| unable to reach Pittsburgh. Neil B. 
Powter, sales promotion manager 
of Howard Smith Paper Mills Ltd., 
Montreal, the only one who did 
manage to get to Pittsburgh, acted 
as moderator and the panel was 
filled out by Carl Abbey of Buf- 
falo, second vice-president of the 
affiliation, I. Bloom, head of Di- 
rect Mail, Pittsburgh, and T. S. 
Starr, of Bond and Starr, Pitts- 
burgh. 

Mr. Borton, speaker at the Fri- 
day luncheon, in addressing ad- 


That ‘‘ear to the ground’ stuff 
seems to work— 
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he’s discovered a trend to SECRETS 


| on SECRETS is one of only three magazines launched‘ in the 


past ten years to reach 


figures, wouldn’t you? 


Well, we won’t. 


Consider instead, just the typical SECRETS reader. She’s in the 18 
to 35 age group (the proven age of accumulation). She’s married 
(and spends accordingly). She’s a mother of youngsters (with atten- 


dant needs). 


Multiply her by a million . . . and you have quite a market... for 
drugs, cosmetics, foods and innumerable other products. 


It will pay you to investigate TODAY! 


Swe 


a million newsstand circulation — 
SECRETS is one of only 16 magazines of all time to reach a million 
monthly newsstand circulation, you’d expect us to talk astronomical 


CONSIDER: 

83.9% OF SECRETS’ 
READERS ARE 18-35 
——- (82.32 ARE WIVES 


2% OF MARRIED 
READERS HAVE ONE 


/ OR MORE CHILDREN 


NO OTHER GENERAL WOMANS 
CG MAGAZINE CAN CLAIM THIS 
MU pRovEN, COMCENTRATED 
COVERAGE OF A SELECTED 
AND SPECIFIC MARKET // 
mee eel 4e 


THE MAGAZINE OF DRAMATIZED SELF-IMPROVEMENT 
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vertising men and women from, in huge type and overdrawn pic-|the brotherhood of man.’ ” 


both Canada and the U. S. said 


tures. She urged, instead, 


that | 


At business sessions of the con- 


that these two nations are now the | advertisers take advantage of the | vention, the following were elected 
only ones which subscribe to the | intuitive instincts in women, and | affiliation officers for 1946-1947: 


idea of free enterprise. 


He said | advertise to them with more sub- | President, T. O. Robinson, London, 


the great challenge this presents |tlety and delicacy, and trust to} Ont.; first vice-president, Carl Ab- 


to advertising is to make the peo- 
ples of these nations and of the 
world at large realize that free 
enterprise provides more jobs and 


| their instincts to jump over many 
|of the intermediate steps and 
‘reach the conclusion the adver- 
'tiser wants them to. 


better living for all the peoples | 


without the sacrifice of their free- | 


dom. 
Mrs. Kidd, the main luncheon 
speaker on Saturday, poked good- 


Martin Principal Speaker 


Paul Martin, Secretary of State 


_for Canada, who recently returned 


|from the UN conference in Lon- 


natured fun at many popular types | don, was the principal convention 


of advertising to women. She pic- 
tured women as being blinded and 
deafened by the screaming orders 
and importunities shouted at them 


MISSOURIS “S MARKET 
nd 


ST. JOSEPH NEWS-PRESS 
- St. Joscph Guzectte 


| speaker. ‘There is a coherent will 
| to peace in the world today,” Mr. 
| Martin said. ‘We have laboriously 
moulded the framework for safe- 
/guarding that peace upon which 
‘the safety and well-being of mil- 
lions living and millions yet to live 
|depends. It is for us now to neg- 
'lect nothing which will contribute 
_to that purpose. For this posterity 
'will judge us. May it be said of 
us in later generations: ‘This was 
'an age when out of chaos came 
contentment and when first began 


| bey, Buffalo, N. Y.; second vice- | 
| president, Harold Dennison, Ham- 
|ilton, Ont.; third vice-president, 


Peter C. Keischgens, Syracuse, 
|N. Y¥.; American secretary-treas- 
'urer, Eric Zimmerman, Greens- 
|; burg, Pa.; Canadian treasurer, 
| Walter Kiehn, Toronto, and Cana- 
dian secretary, Marjorie Suther- 
land, Toronto. 

Windsor, Canada, won the honor 
of being the host city for the 1947 
convention. 


Telechron Introduces 
Radio Alarm Clocks 


Telechron, Inc., Ashland, Mass., 
introduced a Musalarm combina- 
tion clock, radio and musical alarm 
in a full-page Saturday Evening 
Post ad May 25. In full-color 
|/pages and black-and-white half 
| pages scheduled to run in the SEP 


' through the remainder of the year, ! 


Telechron also will advertise a| 
switch-alarm electric clock that | 
turns on the family radio at a pre- | 
set hour and a selector electric | 
clock that turns the radio on and 
off at selected 15-minute intervals. 
The firm’s $350,000 advertising | 
budget also includes trade pub-| 
lications. N. W. Ayer & Son is the | 
agency. | 
Papel e Imprenta’ Out 
Davidson Publishing Company, 
Chicago, publisher of Paper Sales, 
Paper Year Book, Printed Selling 
and Selling Papers, has issued the 
first bi-monthly number of _ its 


new Papel e Imprenta, Spanish- 
language trade publication for the 
| Latin American: paper and print- 
|ing industry. The publication has 
,a controlled circulation among 
|importers, distributors, manufac- 
turers, paper converters and print- 
ers in Latin American countries. 


Heads Aluminum Co. 

A. C. Kieckhafer, with the West 
Bend Aluminum Company, West 
Bend, Wis., for 30 years, has been 
elected president, succeeding the 
late B. C. Ziegler. 


WHAT MAKES A NEWSPAPER GREAT ? 


Over their coffee cups feminine read- 
ers of the Minneapolis Star-Journal and 
Tribune pondered the plight of a sister 
sufferer, then assayed their own meager 
supplies of precious hosiery and reached 


for the phone... 


Total harvest reported by advertiser: 
four pairs of nylons, five pairs of rayons, 
one pair of silk stockings, 35 phone calls 
offering sox, swaps and sympathy. 

Given a worthy cause to act on—from 
an SOS on the want ad page to an earn- 


est appeal of civic or 


readers of the Minneapolis Star-Journal 
and Tribune often respond with a brand 
of helpful enthusiasm that engenders 
the pop-eyed wonder of case-hardened 
newsmen. Want ad devotees recently 
badgered editors with neighborly advice 
for Pete, the Errant Husband, whose 
story enlivened the classified columns for 


several weeks.—————> 


Marketplace of millions and _ side- 
show of irresistible appeal to the curious, 
the want-ad sections of the Minneapolis 


Hope you have 
I did. His Wife. 


social merit— 


on you. Do 
ments and 


lasted. Pete. 


Star-Journal and Tribune compete for 
high readership honors with the best of 
the best-read features in the Upper 
Mississippi Valley’s favorite news- 
papers. More than 770,000 individual 
want ads are published in these papers 


TO PETE’S GIRL FRIEND. 
Will turn him over to you soon. 


TO PETE'S G 
It’s funny now, 
get him and he s 


+ forget alimony Pay- 
pocomp: hree chil- 


care of my t 
dren. His Wife. 


TIRED OF HIT TUNES and 
caviar. Want home cooking. 
Sorry, but it’s over. Nice while it 


censorship 
advertising, 


better luck than 


IRL FRIEND. 
but wait till you 
tarts stepping out 


every year, each subject to rigid copy 


to eliminate unethical 
each veiled in impartial 


secrecy until publication to give all 
readers, including newsmen, the same 
chance at scarce goods. 


Whether for a hot bargain, a knot- 
hole peek at human nature, or a com- 
plete, reliable, well-edited presentation 
of the day’s news, citizens of the Upper 
Mississippi Valley turn naturally to the 
newspapers which serve them well 
as entertaining companions, trusted 
spokesmen and dependable friends, 


i 465000 Sunday 


400000 Daily 


in the 
Paul Bunyan Market 


Minneapolis Star-Journal « « + Minneapolis Tribune 


EVENING 


JOHN COWLES « President 


MORNING & SUNDAY 


When you buy tis 
bin pack at regular price. 
. +. 


ne yeeney 
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TESTS NEW PRODUCT — Post's Rice 
Toasties, a new General Foods product 
which made its first appearance in the 
Post-Ten package, is in the midst of a 
two-cent spot sales test on its own in 
a six one-ounce package combination. 
Through Foote, Cone & Belding, test is 
running in Omaha, Des Moines, Sioux 
City, Chicago, Milwaukee, Madison, 
Green Bay, Oklahoma City, Memphis, 
Greenville, Jacksonville and Pittsburgh 
newspapers. 


Roper Finds Price 


Control Favored 
by 2/3 Majority 


New York, May 29.—About two- 
thirds of the American people 
want price control by government 
regulation continued, the Fortune 
Survey of Public Opinion, con- 
ducted by Elmo Roper, discloses. 

Although the poll did not men- 
tion OPA specifically, when asked 


_ how best to keep prices within 


reason this next year, 67.2% 
recommended government price 
control, 23.8% suggested no regu- 
lation “and let competition take 
care of prices,” and 9% said they 
“didn’t know.” More Democrats 
than Republicans were among ad- 
vocates of price control, with 
75.9% of Democrats interviewed 
in favor, compared with 58.3% 
of Republicans. A total of 7.2% of 
Democrats and 7.1% of Repub- 
licans “didn’t know.” 

Fortune pointed out that, al- 
though “poor people are more 
solidly behind government regula- 
tion than the well to do,” 60% of 
the rich support it. 

When asked “Which one of 
these groups do you feel has done 
the poorest job of handling its 
own part in the recent (winter) 
strike situation?” 27.8% pointed 
'to labor unions, 24.9% to govern- 
ment, 22.5% to management and 
24.8% “didn’t know.” Republicans 
and members of the professional- 
‘executive group felt government 
did the poorest job, and manage- 
ment the best, Fortune noted; 
wage earners and Democrats gave 
management and unions equal 
blame, with government least. 

The same survey reported that 
despite major strikes in _ steel, 
automotive and electrical indus- 
tries, U. S. management has lost 


the margin of public favor it en- © 


joyed five months ago. Public 
dissatisfaction today is appor- 
tioned almost equally among labor, 
management and government, the 
survey found. 


STRICTLY DEADLINE 
PRODUCTION 


Production man getting stagnant with 
present connections as production 
manager of a 4A Agency will ex- 
change 10 years of real deadline pro- 
duction experience in the Graphic 
Arts field together with a good work- 
ing knowledge of typography and 
printing, art and engraving, publish- 
ing and agency work, for opportunity 
with you who desires ability PLUS 
ambition. Am 30 years of age, mar- 
ried and have one son. 
Box 6505 Advertising Age 

100 E. Ohio St., Chicago 11, Illinois 
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CO 
Admen>sx the 
Armed Forces 


Beek Myer (Marine) has been 
named Cleveland manager for 
Display Corporation, Milwaukee, 
maker of point-of-sale displays. 

Edward A. Altshuler (AAF) has 
joined Ross, Gardner & White, Los 
Angeles, as account executive. 

Jim McCormick (Army) has 
been named radio director of the 


Mayers Company, Los Angeles 
agency. 
Don L. Kearney (Army) has 


joined the Katz Agency, New 
York, as representative of the New 
England Group. His offices will 
be at Station WCOP, Boston. 

Walter Nilson has rejoined the 
commercial department of Station 
WTHT, Hartford, Conn. 

Platt & Forbes, New York and 
Hartford, Conn., has announced 
appointments of Beverly Hancock 
(AAF) art director, New York 
and Hartford offices, and James C. 
Brown (Army) junior account ex- 
ecutive, Hartford. 


Philley to Jones 


W. Bennett Philley (Army) has | 
joined Ralph H. Jones Company, 
Cincinnati, as account executive. | 

Jaffe Publications, publisher of | 


Sports Digest, Los Angeles, has. 
announced the return of Jud) 
Wright (Coast Guard), editor; 


William A. de Mauro (AAF) spe- 
cial features editor; Louis Rangno. 
(Navy) business and promotion 
manager, and Reuben R. Cordova 
(Army) advertising manager. 

John Russe (Army) has joined 
the art department of John A. 
Cairns & Co., New York. 

Cleveland Lane (Army) has 
joined the publicity staff of Geare- 
Marston, Philadelphia. 

William Margeson (Navy) has 
been appointed director of sales 
research, Kircher, Helton & Col- 
lett, Dayton, O. 

Howard Nicholson (Army) has 
returned as advertising artist to 
Harry Atkinson, Inc., Chicago. 

Jay R. Masenich (Navy) has 
been named director of public re- 
lations, American Monument As- 
sociation, Boston. 

Irwin L. Goldman has joined 
Abe Berger Advertising, Dallas, 
as head of the literary service bu- 
reau and the copy department. 

Paul T. Baumhart (AAF) has 
joined the eastern sales staff of 
Motor- magazine, New York. | 

Leonard Moss (AAF) has joined 
Moss & Arnold, New York, as as- 
sistant manager of the production 
and media departments. 

Charles K. Fitzpatrick (AAF) 
has returned as art director of In- 
terchemical Corporation, New 
York. 

John Morgan (Navy) has been 
named head. of sales promotion, 
Station WIND, Chicago. 

Thomas H. Wason (Army) has 
joined Hill Blackett & Co., Chi- 
cago, as account executive. 

Albert E. Becker (Navy) has 
joined the advertising staff of In- 
gersoll Steel and Disc division, 
Borg-Warner Corporation, Chi- 
cago. 

Stanley Whiteway (Army) has 
returned as publicity director, 
Proctor & Schwartz, Inc., Phila- 
delphia textile and drying ma- 
chine maker. 

William S. Flad (Coast Guard) 
has joined Meek & Thomas Adver- 
tising Agency, Youngstown, O. 


Two to ‘Sports Afield’ 


David F. Littlefield (Navy) has 
joined the New York sales staff of 
Sports Afield, Minneapolis. Gordon 


“VE COT JUST 
ONE AIM IN LIFE” 


. to show you how 
advertising pays in 
WESTWAYS, the 
only All-Southwestern 
travel magazine. Let 


4 & send you a copy. 


Circulati 
E MAGAZINE 
— | ts 
Angeles 94 Col tor 


H. Rogers (Army) has been named 
Pacific coast representative of the 
magazine. 

Walter M. Kerr, (Canadian 
forces) has been named account 
executive in the Edmonton office 
of Stewart-Lovick, Vancouver. 

Charles Gillett has been named 
promotion manager of the New 
York convention and visitors bu- 
reau, Commerce and Industry As- 
sociation, New York. 

Kenneth T. Dunning (Army) 
has rejoined the production de- 
partment of John A. Cairns & Co., 
New York. 

Wayne Mooney (Army) has 
joined the Bureau of Advertising 
ANPA, New York, as field re- 
search manager. 


Mel Adams Opens Office 


Mel Adams (AAF) has opened a 
public relations office at 18 E. 41st 
Si., New York. 

William A. Garden (Army) has 
returned to NBC as a production 
assistant in the television depart- 


ment. 

Bert Cunningham (Marines) nae 
rejoined the production depart-| 
ment of RKO Pathe, Inc., New) 
York. | 

Albert A. Kohler (Army) and) 


William J. Davis (Navy) have 
joined Macfadden Publications, 
Inc,. New York, as member of the 
eastern advertising staff of Sport 
and member of the advertising 
staff of Macfadden Men’s Group, 
respectively. 

Phil Booth (Army), Gil Fates 
(Coast Guard) and Steve Marvin 
(Coast Guard) have rejoined CBS 
television at WCBW, New York, 
as director, assistant program di- 
rector, and assistant director, re- 
spectively. 

Sid H. Dunken Jr. (Marines) has 
been named southern representa- 
tive of Holland’s Magazine, Dallas. 

Simon A. Goldsmith (AAF) has 
rejoined Reiss Advertising, New 


York, in charge of media and 
radio. 

R. Eric Friden (Navy) has 
joined Barnes & Reinecke, indus- 


trial designer, Chicago. 

Sheldon Ritter (Army) has 
opened his own advertising agency, 
the Sheldon Ritter Company, 220 
Fifth Ave., New York. 

William C. Miller Jr. (Navy) 
has joined the Graphic Arts Com- | 
pany, Hartford, as sales represen- | 
tative. 

Nathaniel Kanrich (Navy) has | 
joined Hirshon-Garfield, New York | 


|S. Hatfield, formerly with Hearst 


agency, as assistant to the presi- 
dent. 

James L. Breslov (OSS) has 
joined Owen & Chappell, New 
York agency, as director of copy. 

Mossman Roueche (Army) has 
been appointed advertising man- 
ager, C. J. Patterson Company, 
Kansas City, Mo., bakery service 
and cereals research company. 

Jack M. Doyle (AAF) has been 
named advertising manager, Fet- 
ter Printing Company, Louisville. 

Mario G. Lettich (Navy) has 
joined McCann-Erickson’s staff in 
San Juan, P. R. 


Kenmoor Reorganizes, 
Adds New Accounts 


Kenmoor Advertising, Chicago, 
has reorganized, with William T. 
Sorenson, formerly production 
manager ‘of the Jesse Gorov Com- 
pany, Chicago agency, as presi- 
dent, succeeding Ken: Raetz, who 
has resigned. ‘Donald B. Crowl, 
formerly editor, division of pub- 
lications, Mayo Clinic, Rochester, | 
Minn., heads the new public rela-_| 
tions counselling department. John 


Publications, has been named ac- | 
count executive, and Syd Blumen- | 


thal, former St. Louis statistician, 
has been named director of media 
and research, 

New accounts include Wing- 
Valentine Company, maker of 
blueprint and tracing paper; Ru- 
clair Products, maker of Hotong 
jar lifters; Har-Ken Products, 
maker of a clothesline tightener 
and the Baby Stroller; Drake 
Products, maker of cake cutters; 
Miller Novelty Company, and 
American Veterans’ Cab Com- 
pany, a new organization. All are 
in Chicago. 


Heeney Opens Offices 


C. A. Allen Heeney, engaged in 
advertising and newspaper work 
in British Columbia for 20 years, 
has opened offices as advertising 
and public relations counsel at 
605 Courtney St., Victoria, B. C. 


SELL BY MAIL 


Let this successful mail 
agency show you hew to sell 1-4 
books, courses, services, ete. 


ARTWIL COMPANY, Advertising 
26 West 48th Street @ New York 19, M. Y¥. 
MEdailion 8-063 


COST RATIO 


Medium Number 1 
Medium Number 2 
Medium Number 3 
Medium Number 4 
BOOK MATCHES 


ey 
ici 


“ape ae 


N our recent nationwide survey, 20.4 per cent of adver- 
tising men said Book Matches could not be used success- 
fully for service advertising. 


But look at the results achieved by book matches for a 
national service organization, as shown in the chart above. 
And look at the names of these national service organi- 
zations now using Diamond Book Matches successfully — 


American Express Co.—American Hotels Corporation 
—Chesapeake & Ohio R. R.—Greyhound Lines— 
Aetna Insurance Companies — International 
— Matson Line — 


Telephone & Telegraph 
New England Telephone 


DIAMOND BOOK MATCHES—The Pocket-Sized Answer. . \ 


Diamond Malek 


Company — Yankee 


310 SOUTH MICHIGAN AVENUE, CHICAGO 4, ILLINOIS 


ess Wile sbetatt 


PROOF 


OF BOOK MATCH PERFORMANCE 


ce AER TS RR 


OPER: 


a eat 


Network—New York Central R. R.—Maryland Casualty 


Co.—many others. 


Diamond Book Matches sell both services and products 
successfully because they expose your message 20 times to 
each prospect—reach all geographical areas and income 
groups—have no competition from surrounding ads or edi- 
torial matter—can be distributed just where you want them 


To: Diamond Match Company, Dept. A-6, 
310 S. Michigan Ave., Chicago 4, Ill. 


Please call on me ot.......... o'clock, day......+., 


to go, in quantities chosen by you—for other reasons 
too. To find out what Diamond Book Matches 
can do for you, clip and mail the coupon below 

today. A Diamond Book Match specialist 


will be glad to call to see you. 


to a Man-Sized Media Problem 


! would like more information about Diamond Book Match Advertising. 
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BROOKS & FINLEY, 


4% 


Goes Gross Income* 
From $545,263,000 to 
$567,280,000 


Go Retail Sales From 
$242,556,000 to 
$284,106,000 


Goes Family Gross In- 
come* From $3,911 to 
$4,069 


Go Food Sales, Mer- 
chandise Sales, Drug 
Sales! 


* This means “net” buying income is also UP! 


The TRIBUNE saturates this market with 
the greatest circulation of any evening news- 
paper in any city in America of up-to-110,000 
people. 


Che 


Soulh Bend 


~— 6 Cribune © 


INC. 


us ad GOES INCOME U P GO SALES 


IN SOUTH BEND, INDIANA 


No post-war relapse here ! Everything is going 
up. Here are some highlights from Sales Man- 
agement’s 1946 “Survey of Buying Power”— 


‘ 


y \‘\ 


\ 
‘ 


NATIONAL REPRESENTATIVES 


Joseph Patterson, 
Founder of ‘News,’ 


Dies in New York 


New York, May 28.—Joseph 
Medill Patterson, 67, president of 
the News Syndicate Company, 
|publisher of the Daily News and 
| Sunday News, will be given a mili- 
tary burial at 
11 am. tomor- 
‘row in Arling- 
ton National 
Cemetery, Ar- 
lington, Va. 
| Mr. Patter- 
son, who en- 
joyed the title 
of “Capt. Pat- 
terson,”’ a rank 
he attained as 
an artillery of- 
ficer in World 
War I, died Sunday morning at 
Doctors Hospital of a_liver ail- 
ment, complicated by the effects 
of a serious attack of pneumonia 
suffered last November. He had 
been in the hospital since May 11. 

His suceessor on the News, 
which rose from a 57,000 ‘circula- 
tion during its first year—1919— 
to attain the largest circulation in 
the nation with more than 2,250,- 
000 readers daily and 4,500,000 
Sunday, will be selected by the 
board of directors of the Chicago 
Tribune Company, parent com- 
|pany of the tabloid. 


In heavy black type on its edi- 
torial page yesterday, the News 
reported “Joseph Medill Patter- 
son, publisher of this newspaper 
‘and the man who directed this 
| page from the day the News be- 
|gan June 26, 1919, is no longer 
with us. . Those who are left 
behind will do their best to keep 
| this page and the paper what we 
| believe he would want them to 
| be.” 

The News, America’s first tab- 
loid, gained early success during 
the ’20s through detailed coverage 


| 


J. M. Patterson 


TAMPA TRIBUNE 
Notional Representatives 


Sawyer-Ferguson-Walker Co. 


Tue |. Q. rating of Florida residents 
is far above the average . . . Florida 
natives and those who migrated to 
“The Sunshine State” in quest of the 
ultimate in living are financially 
sound, highly cultured citizens . . . 
established in good-income businesses 
that constantly provide them with 
money to buy what they want! 


* *« 


* 


FLORIDA TIMES-UNION 


* Jacksonville 
Notional Representatives 


Reynolds-Fitzgerald, Inc. 
* 
Jann and Kelley, Inc., Atlanta 


Here is a solid market . 


MIAMI HERALD 


National Representatives 
Story, Brooks & Finley, Inc. 
* 


A. S. Grant, Atlanta 


. . @ proving 


ground for worthwhile products. The 
great solid-family market! 

This new-old, wise-spending audience 
will respond to your sales story when 
told in Florida’s three major markets 
and their trading territories through 
the column’s of Florida’s three great 
morning dailies . . . 


at low cost! 


* 


|of the most sensational aspects of 
the postwar period. The paper 
later supported the New Deal, but 
with the approach of World War 
II abandoned President Roose- 
velt’s policies for non-interven- 
tionism. 

Mr, Patterson was born Jan. 6, 
1879, in Chicago, the son of Robert 
Wilson Patterson, general man- 
ager of the Chicago Tribune, and 
Elinor Medill Patterson, a social 
leader. His grandfather, Joseph 
Medill, founded the Tribune. He 
was oldest of the publishing tri- 
umvirate of which his _ sister, 
Eleanor M., is publisher of the 
Washington Times-Herald and his 
cousin, Col. Robert R. McCormick, 
is publisher of the Chicago Trib- 
une. 


CARL L. HAMILTON 


Chicago, May 28.—Carl L. Ham- 
ilton, 58, senior partner in Booz, 
Allen & Hamilton, Chicago man- 
agement engineering company, 
died at his home in Winnetka, II1., 
yesterday. A member of the com- 
pany since 1935, Mr. Hamilton 
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| held executive positions in sev- 
eral midwestern companies and 
formerly was general manager of 
Weyerhaeuser Forest Products, St. 
Paul. 


THEODORE F. WILLRATH 

New Rochelle, N. Y., May 28.— 
Theodore Friedrich Willrath, 41, 
field supervisor for McCann- 
Erickson, New York, died May 24 
at New Rochelle Hospital after an 
illness of many months. From 
1937 until his death, except for 
a period devoted to war work, he 
was associated with the agency. 
He had previously served with the 
Pittsburgh Outdoor Advertising 
Company and the General Out- 
door Advertising Company. 


Heads Marco Advertising 


William A. Faragher, formerly 
with McGraw-Hill Publishing 
Company and Aircraft Marine 
Products Company, has been ap- 
pointed advertising director of the 
Marco Company, Wilmington, Del., 
maker of hydraulic pumps and 


other machinery. 


in the 
season 
for 
bouquets! 


Smart advertisers who are wedded 
“& to WHB’s 880 kilocycles tell us 
they like our station because 
5.2%. Of its dominance in day- 
é 73.27%. time audience rating...be- 

2 Ze cause of our coverage of 
WA) the Greater Kansas City 


metropolitan area plus the western part of 
rural Missouri and the eastern third of Kan- 
sas.. 
co-operation to WHB advertisers in mer- 
chandisin 
WHB is the station with “agency point of 
view”... where every advertiser is a client 


.and because we give whole-hearted 


and exploitation. It’s true that 


must get his money’s worth in results. 


\ who 
\\S Wecan sell your product or service in this 
— booming market, and we invite your inquiry. 


For WHB Availabilities, ‘phone DON DAVIS at any 


ADAM YOUNG office: 


| New York City, 18___....__.11 West 42nd St.________ LOngacre 3-1926 
Chicago, 2 S ocabnaamiegiete 55 East Washington St.________ ANDover 5448 
| Los Angeles, 13 446 South Mill St. Michigan 921 
Kansas City, 6__._...._..__. Scarritt Building.___._..___. HArrison 1161 
KEY STATION for the KANSAS STATE NETWORK 
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Crowded Capital? 
‘No,’ Says Board; 
Asks $70,000 Fund 


Washington, May 29. — With 
Washington hotels reporting va- 
cant space on weekends, the Dis- 
trict Board of Trade set out this 
week to raise $70,000 from busi- 
ness men for a campaign to revive 
promotion of convention and tour- 
ist trade. 

While no direct advertising 
expenditure is in prospect, the 
Greater National Capital Commit- 
tee will work with local hotel and 
other interests to resume the pro- 
motion and publicity efforts that 
were suspended while local facili- 
ties were overladen with war 


traffic. 

Indicative of the change that has 
taken place since the end of the 
war, large downtown hotels that 
were unapproachable a few months 
ago report that during the past 
several weekends they have had 
an average of 30 vacant rooms. 

The Board of Trade emphasizes, 
however, that in the mid-week pe- 
riod—Tuesday to Thursday—space 
is still at a premium in the more 
fashionable hotels. 

Much of Washington’s promo- 
tion efforts will be directed at 
schools, with special effort in pros- 
pect to bring school groups here 
during the spring of 1947. A new 
sound film on the attractions of 
metropolitan Washington will be 
circulated. 

The Board of Trade believes 


that following the adjournment of 
Congress in July there will be no 
difficulty in providing tourists 
with accommodations. 


Music Merchants to Meet 


The National Association of 
Music Merchants will hold its 
convention and music industry 
trade show at the Palmer House, 
Chicago, July 15 to 18. Music in- 
strument manufacturing and 
wholesaling associations will take 
part in the convention. 


Completes Farm Study 


National Union Farmer, Denver, 
has completed a survey on farm 
equipment use, farmer buying 
habits, farm ownership and the 
like, which it is offering to adver- 
tisers and agencies interested in 
the farm market. 


‘|Corporation, Detroit. 


Heads Radiator Company 


Wesley J. Peoples, Detroit in- 
dustrialist, has been elected chair- 
man of the board and acting presi- 
dent of the United States Radiator 
L. Gillespie 
Erskine, former president and 
chairman, will continue as a direc- 
tor and consultant to the com- 
pany. Carroll M. Baumgardner, 
formerly vice-president in charge 
of sales, was elected executive 
vice-president. 


Sterling Names Tainter 


Maurice L. Tainter, M.D., di- 
rector of the Sterling-Winthrop 
Research Institute, Rensselaer, 
N. Y., has been elected a vice- 
president of Sterling Drug, New 
York. Dr. Tainter was research 
director of Winthrop Chemical 
Company, a Sterling subsidiary, 
before joining the institute. 


Baltimore News-Post 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Greenville is the trading 
center for a 10 mile area of 
123,000 people — heart of 
South Carolina’s leading 
county; 1945 Retail Sales, 
$73,645,000". A 100,000 mar- 
ket that draws from 711,711 
people living within 50 
miles. 


TES 
PIEDMONT = 


PeNGREENL 


COMPLETE COVERAGE 
OF AN “A” SCHEDULE MARKET 
Include the Greenville pa- 
pers on your “A” schedule. 
103% family coverage of 
South Carolina’s top market 
—Greenville County. Total 
daily circulation 75,453. 


Represented Nationally by 
WARD-GRIFFITH COMPANY, INC. 


*Sales Management Estimates—1945 


. 


GREENVILLE 


4 100,000 + 


MARKET 
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Marvin 
CONN 


(Not Just Another Disc Jockey) 


Here's a solid hour of the 
music Madame Homemaker 
takes time out for! Served 
up by Marv Conn who de- 
livers your sales story in 
person! Available for a 
limited number of 30 sec- 
ond and one minute live 
announcements only. 


3:30-4:30 


Mondays through Fridays 


NOW AVAILABLE 


""PLATTER CHATTER" Ads Together 


(Not Just Another Record Show) 


of the ‘Twin 
Cities. Folksy but strictly com- 


The new "voice" 


mercial, Marv talks cozily 
over the back fence to the 
distaff side. 16 years of radio 
background give him the inti- 
mate touch that SELLS! Write, 
wire or phone today. 


Free & Peters 


MINNEAPOLIS « ST. PAUL, MINNESOTA 


National Representatives 


Public Service 
Ties Windows, 


(Picture on Page 79) 

Chicago, May 29.—Marking 
what is believed to be a new step 
in utility store displays, Public 
Service Company of Northern Illi- 
nois has embarked on a program 
tying in newspaper advertising 
with window displays in its 51 
Northern Illinois stores. 

One or two ads are selected 
from each Public Service black- 
| and- white series as suitable for 
development into a three-dimen- 
sional window display. Enlarged 


|artwork and a simplified version 
of the ad copy are then placed in 
windows at the same time adver- 
| tisements appear in local papers. 

| A typical newspaper ad head- 
| lined, “I’m forever blowing fuses” 
‘is amusingly illustrated with a 
|grimacing fuse box and dis- 
| gruntled housewife, whose ironing 
has been interrupted by a blown 
fuse. Copy advises the reader to 
install adequate wiring “in your 
present home or the home you 
plan for the future,’ in order to 
avoid overloaded circuits. Cor- 


mensions, 


appliances 
new ones coming your way soon.’ 


cage, handles the account. 


|for United Press, 


responding window display tie-in 
presents a blow-up of the head- | 
line and illustration in three a 
with a poster bearing 
the message, “Enjoy adequate wir- 
ing, enough circuits for present | 
and enough for th e| 


J. R. Pershall Company, roll 


IN MILWAUKEE... 


/Galland Joins Cunard 


as Advertising Manager 


Harry J. Galland, formerly with 
Albert Frank-Guenther Law, New 
York, has joined the Cunard 
White Star 
Line, New York, 
as advertising 
and _ publicity 
manager, Dur- 
ing the war he 
was with the 
foreign broad- 
cast intelligence 
service, division 
of news and in- 
telligence, and 
headed the for- 
eign desk of 
OWl’s radio 
section. 

Mr. Galland joined the advertis- 
ing department of R. H. Macy & 
Co., New York, in 1930, and from 
1931 to 1936 was a foreign and 
special correspondent in Europe 
British United 
Press and the London Daily Ex- 
press. He was managing editor of 
the Daily Palma Post, in Majorca, 
Spain, for two years, returning to 
this country to open his own ad- 
vertising and promotion agency. 


sane 


Harry J. Galland 
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Rheinstrom Establishes 


Aviation Consultants 


Charles A. Rheinstrom, who re- 
cently resigned as vice-president 
in charge of sales and a director 
of American Airlines, New York, 
has established Aviation Consult- 
ants at 521 Fifth Ave., New York, 
to provide a general advisory 
service to airlines and other avia- 
tion enterprises on sales, traffic 
advertising, engineering opera- 
tions, public relations, etc. 

The 44-year-old president of 
the new company was an official 
of American Airlines for 18 years. 
He was elected vice-president and 
director in 1937. Earlier, as gen- 
eral traffic manager, he originated 
the Air Travel Plan, a credit card 
system under which a traveler 
can charge his transportation on 
any of the airlines in the United 
States. 


Joins Williams & Saylor 


International Plastic Corpora- 
tion, Morristown, N. J., manufac- 
turer of Taypit and Filmonize 
self-sealing tapes, has appointed 
Williams & Saylor, New York, to 
handle a forthcoming magazine 
and business paper campaign. 


The Mag 


azine 


of the overseas veteran 
by the overseas veteran 


1,250,000 
circulation — 


and going UP! 
. 194K 


OREIGN SERVICE” read- 
ership is climbing be- 
cause V.F.W. membership 
is climbing... over 
50,000 new members every 
month. ‘Foreign Service” 
is jam-packed with interest 
for the overseas veteran 
only ... his stories, his 
articles, the news of his 
organization’s lasting fight 
for the things he fought the 
war for. Advertise for the 
present and future to this 
market whose buying 
power will keep on grow- 
ing for a quarter-century 
to come! 


Midwest Representative: 
Raymond J. Ryan 


203 North Wabash Ave., Chicago, IIl. 


V. F. W. ORGANIZED 1899—FOREICN SERVICE ESTABLISHED 1913 


eettcs prc 


for the overseas veteran 


BONUS 
CIRCULATION 
Now! 


SEND FOR NEW RATE CARDS 


DAN B. JESSE, JR. & ASSOCIATES, INC. Advertising Directors 
10 East 43rd Street, New York 17, New York 


Pacific Coast: 


Renick Averill Company, 
307 West 8th St., Los Angeles, Calif. 
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Art Styles Go Top Hat 
for Catalog Readers 


Chicago Studios 
Build $5,000,000 
Volume in Field 


By CHARLES CUNNINGHAM 


Chicago, May 28.—Somewhere 
along the line during the past 10 
years or so, mail order catalog art 
took off its overalls, slipped into 
white tie and tails, and went cos- 
mopolitan. Most of this came 
about because somebody  dis- 


covered that people in rural areas | 


are just as interested in good liv-| 


ing as anybody along Fifth Ave. 
or Michigan Blvd. Not only that, 
but rural folk want to get an exact 
picture of what they’re buying. 

The result has been that about 
a dozen studios in Chicago alone 
do*’more than $5,000,000 in catalog 
illustration art annually. And they 
finish it in such a manner that 
some of the hardened catalog read- 
ers have to look twice to make 
sure they’re not reading Harper’s 
Bazaar or The Saturday Evening 
Post. 


Production Lines Lost 


Mail order catalog art used to 
be as easy to spot as a Brooklyn 
rooter at Wrigley Field. It had 
a certain style all its own. Usually 
this was achieved by the produc- 
tion line sort of art work where 
one artist painted nothing but 
heads and hands, another did only 
washes, another did only pencil 
sketches, another inking, and so 
on. 

Of these, some of whom went 
years without painting a single 
face or pair of hands, the only 
one who remains to any extent in 
today’s operations is the texture 
expert. He makes mail order house 
herringbone look like herringbone. 
If there’s texture of cloth or 
leather to be shown, his is the fine 
hand that makes sure you know 
just what you’re buying when you 


order from a picture. 
- Sidestepped by Others 


Studios which handled mail| 
order art originally did very little 
if any other sort of art work. At) 
one time there seemed to be a/| 
feeling that those which turned | 
out catalog art were not to be used 
for art work.required by adver-| 
tising agencies or companies ad- 
vertising in national magazines. | 
How this idea got around nobody 
seems to know, but it was at one) 
time quite a hurdle for the catalog | 
studios to get other types of work. | 

The trend to agency and other) 
art work resulted, not from the) 
urge for expression, but from the. 
fact that some more money to Pay | 
the help all year ’round came to 
be handier than ever. 

It was once the custom for cata- 
log art studios to hire men for) 
two periods during the year, of. 
about three months each. Work 
was piled on the artists and lay- 
out men to an extent that made 
Simon Legree look like an ama-_ 
teur, Everybody worked overtime, | 
lost sleep, tore his hair in little. 
shreds and generally had a pretty 


a= PHOTOS 5: 


‘Unsurpassed i in an 
Quality at any Price 


MOUNTED 


Lot 
6+ EACH in 100 Lots ENLARGEMENTS 


5+ EA. in 1000 Lots 


POST CARDS or 4x5" 30° x40" 53.85 EA. 
2+ Ea. in 1000 Lots | 20°x30° $2.50 EA. 


‘We Photograph Any Product Effectively For as Low As %9. 
“THE PHOTOGRAPHER'S PHOTOGRAPHER” ==) 


(i DC, Abe 165 West 46m st a 
” New York 19.N. 
3 Me OPYT. AT. BRyant 9-1723 


WE pines WHAT WE ADVERTISE” 


rough go of it during the time 
catalogs were being born. The 
artists, for the most part, were 
rarely surprised to find that at the 
end of the rush they were ex- 
pected to fold their tents and 
steal away until the next season 
opened up. They planned on the 
procedure, didn’t like it, but went 
ahead on the same plan year after 
year. 

With each succeeding year, how- 
ever, studios discovered that there 
were strange faces appearing from 
season to season and sometimes 


they didn’t look as good as those 
of the preceding season. So, they 
reasoned, some way must be found 
to keep these men on the payroll 
the year ’round. 


Catalog Work Only 25% 


Today art studios. which orig- 
inally depended on catalog art work 
for as much as 90% of their total 
business, have developed outside 
work to such an extent that in 
some Chicago studios, catalog art 
comprises only about 25% of the 
studio’s work. And they haven’t 
lost any catalog business, either. 

Whitaker - Guernsey Studio 
Chicago, is one whose mail order 
percentage runs about 25% as 
against a previous 90%. In con- 
trast, Vogue-Wright maintains a 
major percentage of about 75% of 


its total annual business in cata- 
log work. 

Some studios confine their il- 
lustrations to certain types of mer- 
chandise. These are usually for 


'the companies with offices only in 


Chicago, which specialize in “hard 
lines” such as hardware, kitchen- 
ware, shoes, etc. Others, such as 
Kling Studios, with New York 
facilities, turn down nothing in the 
way of catalog art and proudly 
boast that their fashion illustra- 
tions can and do compete with 
those of any firm or publication. 

In contrast to catalogs of other 


s,| years where wash drawings and 


pen and ink drawings were the 
rule, during the past 13 years 
photography has come to the fore 
and is used in about 80% to 90% 
of each catalog. The trend to 


\photography has been attributed 
Ito the needs arising from the dark 
days of 1932-34 when depression- 
ridden ruralists wanted to make 
sure they were getting their 
money’s worth. They wanted ac- 
curacy rather than beauty in cata- 
log illustrations. 


Say Photography Harder 


The assumption that photog- 
raphy is easier than making draw- 
ings is a fallacy, most illustrator 
groups contend. In view of the 
two or three days sometimes nec- 
essary to set up a studio scene, 
the weary hours spent shooting 
negative after negative in the 
hope that just one will be right, 
their concern over the difficulties 
of photography 
| understand. 
| Mail order companies are, the 


HEADLINES 
d 
HEADLINERS 


No. 20 in a series 


Se University of Michigan is authority for the statement 
that ‘the highways of all nations have been built 
primarily to facilitate the conduct of business.’ By transport- 
ing the commerce of the nation in the most efficient manner, 
the public is benefited to the greatest possible degree. 

“We who are concerned with highway transportation must 


Like most important business news, this story appeared first in The Wall 
“Street Journal. That's why this national daily is ‘‘must’’ reading for busi- 
ronan nee ae 0 ah ee 


<n 


HARVEY C. FRUEHAUF,, President, Fruehauf Trailer Company 


be accurately informed ct all times regarding developments 


in business and industry affecting 


our operations. In this 


respect | have found The Wall Street Journal indispensable. 
| have been a subscriber for fifteen years and look forward 
to reading it every day. The Wall Street Journal is one 


publication | wouldn't be without!” 
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NEW YORK. FRiDay 


Published 


7 a aS 


Duttook jor | for 1946 
Ropers — Toy sWith Idea of 


The ONLY National Business Daily 
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artists say, fussier than anybody |they buy it. The quality main- | 
about the quality of the work. tained by the studios for mail 
This stems, of course, from the order requisites has stood them 
fact that most of the mail order|in good stead when dealing with 
customers never have a chance/|agencies, which have happily dis- 
to see any merchandise before covered that the mail order studios 


| 


} 
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St. Paul Covers Half 
the 9th Largest Market! 


@ Nearly 800,000 population (1940 Census) 
with more than $1,000,000,000 effective annual 
buying income makes St. Paul-Minneapolis the 
9th largest market in the United States. 


The St. Paul half is covered only by the St. Paul 
Dispatch-Pioneer Press with 163,387 combined 
city zone circulation. No other daily newspaper 
oo ong as much as 10% coverage of St. Paul 
amilies. + % 


-ST. PAUL DISPATCH PIONEER PRESS 


SAINT PAUL, MIMNES OT A 


RIDDER-JOHNS, INC.—National Representatives 


NEW YORK CHICAGO ST. PAUL 
342 Madison Ave. Wrigley Bidg. Dispatch Bidg. 


sible drawback. 


can turn out highly finished art. 
work. 

Turning to other types of art 
work has increased the versatility 
of production, most studios agree. 
But it has also produced one pos- 


Quicker Action Necessary 


Due to shortages of merchan- | 
dise, mail order houses required 
quicker action than ever on art! 
production, with the result that | 
studios have been hard put to | 
maintain quality. Also, the con-| 
sensus is that production costs | 
have risen without a proportionate 
increase in prices. Mail order com- | 
panies such as Sears, Roebuck & | 
Co., Montgomery Ward, Aldens, | 
Spiegel and others, uncomfortably 
aware that they could not handle | 
catalog productions through com-_ 
pany-maintained departments, are | 


‘now hoping that the war’s end) 


will permit a lengthening of pro- 
duction schedules to a point where 
the studios can operate success- 
fully. 

Requests have been made 
through the Associated Art Studios 
of Chicago to eliminate weekend 
work and generally let up slightly 
on the squeeze that has been put 
on the artists. Artists, the studios | 
maintain, are like anybody else 
and like to loaf on Sundays. 


Production Costs Vary 


Unless adjustments are made, | 
there is a possibility that mail | 
order firms will find their work | 
becoming secondary in importance | 
to many studios which formerly | 
depended on it almost entirely. 

Four major mail order houses 
dominate the field. Sears, Mont- 
gomery Ward, Aldens and Spiegel. 
Automotive catalogs run a strong 
second and there are approxi- 
mately 30 to 35 other mail order 
houses of varying sizes in the 
United States which each year 
offer catalogs. 

Production costs on _ catalog | 
pages have more range than a 
coloratura soprano. Pages showing 
simple arrangements of flat silver 
may cost as low as $250 and reach 
a maximum of about $600. But 
fashion pages showing multiple 
groups may run as high as $2,000. | 


‘reception for their works. 


Advertising Age, June 3, 1946 


CATALOG ART READY FOR THE CAMERA—Defftly retouched to bring out 

highlights, this page of costume jewelry represents one of the more difficult 

assignments facing catalog art studios preparing artwork for mail order catalogs. 
This page is for use in a Sears, Roebuck catalog. 


One of the biggest problems | agencies is anticipated. Sears, Roe- 


since the end of the apprentice buck, for 
|seven publications for consumer 


artist system is where to find new 
artists. Part of the solution is 
being furnished through such ex- 
hibits as the first annual Young 
Artist’s Exhibit sponsored by the 
artists’ association, where coming 
artists probably will find a warm 
In ad- 
dition, the association is currently 
questioning about 400 Chicago ad- 
vertising agencies to learn how 
much space they can and will give 
to exhibit art work for prospective 
buyers. 

Increases in the use of art work 
both by mail order houses and by 


le 


Gives you these 


1. Colorful Neon 
3. New Vivid Colors 


No quantity too large. 
delivery. 


Fer further information 
and quotation write im- 


mediatel y— 


OHIO ADVERTISING DISPLAY CO. 


1216 Jackson St., Cincinnati 10, Ohio 


important features. + 


2. Patented Plastic Frame 


We provide the complete display. 
Prompt 


oe 
a 
— 


Latest development in adver- 
tising displays! The skeleton 
Neon with its patented plas- 
tic frames is a combination 
that's unique, colorful and 
most effective. The frames 
are parallelogram in shape, 
rich in color combination 
which improves the daylight 
appearance of the Neon; re- 
duces tubing breakage; in- 
stalled easily, quickly. Frames 
produced under Austin & 
Austin Patent No. 2,296,893. 


New York office 
Austin & Austin, Inc. 
1775 Broadway. 


Union label furnished for all 
displays 


| 


example, now issues 
use annually, instead of two, and 


almost every mail order house puts 


lout supplementary catalogs 


throughout the year. 

Biggest headache to studios is 
how to make curtains and blankets 
look desirable. It takes longer to 
hang a pair of curtains for catalog 
photography than it does to dress 
a sweet young thing for her debut. 
And nobody’s ever certain until 
the film is developed just how the 
shot will come out. And every 
time wisps of-a photographer’s 
hair start floating out the window, 


\it’s pretty certain he’s trying to 


photograph silverware. Reflections 
are the bugaboo for silver. Shoes 
are so difficult as to be almost a 
separate business, and shoe il- 
lustrators and photographers are 
highly specialized. 

So much time is spent on these 
and other difficult-to-show items 
such as kitchenware and stoves, 
that when some of these pages 
arrive at the studio everybody gets 
out the red ink. But the difference 
is made up on other pages which 
are more easily produced year 
after year. 


Stoves Change Style 


When stoves were originally 
/much gaudier than today’s stream- 
‘lined models, there was a strong 
‘tendency to make them look like 
‘new entrances to Union Station. 
| Disgruntled customers long ago 
‘righted that by complaints that 
'what they saw and what they got 
‘were two different things. Now 
‘stoves are just stoves and have 
|ceased to be illustrated to look 
like the Kremlin. 

Mail order art has gone cosmo- 
politan and everybody’s happier. 


Inviting Industry 
to WEST TEXAS! 


BRIGHTEST SPOT on the post-war 
map for industrial expansion and de- 
centralization, WEST TEXAS, ‘Raw 
Materials Capital of the World" offers 
low taxes and laws favorable to busi- 
ness; raw materials, cheap fuel and 


power reserves; ample manpower, 
ideal year ‘round working and living 
conditions. 


Investigate West Texas Industrial Ad- 
vantages. Wire or write: 


WEST TEXAS 


Chamber of Commerce 
Headquarters Office: 
Dept. A-!, Abilene, Texas 
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Libbey Launches 


New Ad Drive 
for Glassware 


(Picture on Page 79) 


Toledo, O., May 28.—Libbey 
Glass division, one of America’s 
pioneers in consumer advertising, 
will launch promotion of its “Car- 
nival” glassware sets with a four- 
color, full-page advertisement in 
the June 10 Life. 

House Beautiful and House & 
Garden also will be used in the 
sustaining postwar campaign in- 
troducing the new Carnival sets, 
according to _Kenneth C. White, 
general sales manager, who said 
that the campaign will serve the 
additional purpose of rebuilding 
Libbey’s position in the retail 


market after years of war work. 
The Life ad is believed to be the | 
first use of a four-color page in 
a mass circulation magazine to) 
introduce a glassware promotion. | 

Plans to re-establish the com-| 
pany in the retail field began in| 
1944, when the design develop-| 
ment department was formed to. 


study postwar marketing trends. | 


A nationwide survey to determine | 
consumer preferences in glass- | 
ware, begun in 1942 and covering | 
25 metropolitan cities, was one of | 
the chief tools of this department. | 
Freda Diamond and Virginia Ham- | 
ill, New York home decorating con- 
sultants, conducted the survey, 
also giving advice to the depart- 
ment as to styling, merchandising 
and other factors. 


Emphasize Consumer Likes 


Consumer preferences empha- 
sized by this survey have been 
incorporated in Libbey’s ‘“Heat- 
Treated” glasses, offered to retail 
outlets in limited quantities last 
September. Available in three 
sizes, these are prepackaged in 
units of 12 per box. Similar use 
of the survey was made in seven 
tumbler patterns released to de- 
partment stores late last fall. 

Known as_ Libbey “Hostess 
Glassware Sets,’ these were ad- 
vertised in Good Housekeeping, 
House Beautiful, House & Garden 
and Ladies’ Home Journal. Deco- 
rated in soft, pastel colors, the 
Hostess line is entirely prepack- 
aged, none being offered dealers 
in bulk shipment. Boxes hold 
eight tumblers, are designed for 
store display, delivery and use in 
home storage. 

Increasing quantities of sales 
promotional material are available 
to retailers. Current tumbler pro- 
motion includes offers to quantity 
buyers of a heavy board paper 
display unit four feet high, re-| 
sembling a carnival merry-go- 
round. Decorated in bright colors, 
it is suitable for window or in-| 
store use in promoting the Carni- 
val pattern. 


Advertised in 1892 


As early as 1892, Libbey cut 
glass was advertised extensively 
in magazines of that day, and in 
1902 the company shared the in-| 
side front cover of The Saturday | 
Evening Post with three other ad- 
vertisers. In 1924 the “Safedge’”’ | 
rim was introduced with a spread 
in the same magazine. During the 
war, when the company’s glass- 
blowers were employed in making 
tubes and bulbs for radar, X-ray 
and other electronic uses, Libbey 
table glassware patterns were ad- 
vertised in numerous women’s 
magazines. Its “Heat - Treated” 
tumblers were first advertised in 
Time, in a campaign aimed at in- 
stitutional users until last spring, 
when glasses became available 
through retail stores. 

Hostess sets are expected to go 
on sale in department stores na- 
tionally early in June. Other pat- 
terns in this line are “Candy 
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Stick,” 
Show,” 
“Lariat.” 

J. Walter Thompson Company is 
the agency. 


KGO Using Outdoor 

Station KGO, San Francisco 
ABC affiliate, has added 30 24- 
sheet outdoor posters, half of them 
illustrated, in the San Francisco 
area, to promote its programs. Car 
cards will be added to the promo- 
tion drive this month. 


“Garden Club,” 
and 


Radio Account to Maxon 

Maxon, Inc., Los Angeles branch, 
has been appointed to handle ad- 
vertising for the broadcasting de- 
partment of Hughes Productions, 
Los Angeles. The department has 
filed application to operate tele- 
vision stations at Los Angeles and 
San Francisco. 


bal re) g } . 
P< 1: angle Chevrolet to Use Video 


Chevrolet division of General 
Motors will sponsor a series of 
four television broadctasts on suc- 
cessive Tuesdays, beginning June 
11, over WABD, DuMont station 
in New York. Arranged through 
ABC, the series will demonstrate 
various characteristics of Chev- 
rolet cars. 


Owen Appoints Israel 

Selma Israel has been named 
assistant production manager and 
traffic manager of Edward Owen 
& Co., Hartford agency. 


Phelps Quits Colt 


Dwight G. Phelps has resigned 
as vice-president and a director of 
Colt’s Patent Fire Arms Mfg. Com- 
pany, Hartford, to take an ex- 
tended rest. 


Advertising Must 


Carry Larger 
Load, Adclub Told 


Des Moines, May 28.—Advertis- 
ing must bear the brunt of the 
tremendous job of increasing U. S. 
capacity to consume, Paul Dob- 
son, director of Brown & Bigelow, 
St. Paul calendar and premium 
maker, recently | told the Des 
Moines Advertising Club. 

The United States cannot re- 
turn to prewar business volume 
and maintain a sound economy, 
he warned, pointing out that the 
nation’s capacity to use doubled 
production in goods and services is 
a major problem. 

“We have sold a product but 
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we haven’t sold business,” he de- 
clared, saying there is still much 
distrust of business due to lack 
of information concerning man- 
agement. He declared that the 
story of business economy must 
be disseminated to employes, sup- 
pliers and customers. 


Tobler Heads Sales 


Robert A. Tobler, formerly as- 
sociated with Brohard - Rainer 
Shirt Corporation, Cincinnati, has 
been named director of sales of 
CAVU Clothes, Inc., Cincinnati. 


Isaacs Opens Agency 

Ruben H. Isaacs, with Bass- 
Luckoff, Detroit agency, before 
serving in the armed forces dur- 
ing the war, has opened Ruben 
Advertising Agency at 2748 Pin- 
gree, Detroit 6. 


How Grocery 
Advertisers Distributed” 


The Star (Evening & Sunday) . 
Second Newspaper (All Day & Sun.) 1,315,396 
Third Newspaper (Morn. & Sun.) 
Fourth Newspaper (Evening) . . 


Figures from Media Records. 


Lineage 


IN WASHINGTON NEWSPAPERS IN 1945 


* Due to the shortage of newsprint several hundred 
thousands of lines of grocery advertising offered to 
The Star could not be accepted in 1945. 


Che Evening Star 


WITH SUNDAY MORNING EDITION 


WASHINGTON 4, D. C. 


Total Grocery Advertising 
(National & Local) 
Year 1945 


. 1,636,783 


» 1,223,277 
240,158 


IN WASHINGTON 


they buy it 


IN THE STAR 
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2s fields, and asked responsible par- 
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This department is a reader’s forum. Letters are welcome. 


ays ; ties at either the agency or the|called ten accounts in all and two 
S Media Records ‘i advertiser how close the figures | stated that your figures were “rea- 
Tabulation ‘“Unusable 'printed came to the actual news- | sonably close.” A more thorough 
To the Editor: The compilation | paper expenditures. I made sure check would possibly reveal that 
“National Advertising in News- the information they gave me did ‘an 80% error is high for the na- 
papers for 1945” was obviously a/not include production costs, but|tion as a whole, but there is no 
time consuming effort and quite | were the amounts spent for actual | question in our minds that these 
probably expensive. With this in space. The findings: ‘figures are so far out of line that 

mind it may seem ungracious to| Knox Company—Very low, way |they are unusable. 
criticize the figures, but in fairness | off. | The trouble apparently is in the 
to you who made these figures Eastside beer — Less than 25% | acceptance of the Media Records 
available, and to the people who of actual expenditure. ‘figures for 333 daily and Sunday 
have occasion to use them, I think Union Oil—Less than % of the newspapers as “representing 90% 
it only fair to point out some very |amount spent in newspapers. ‘of all national advertising in news- 
glaring inaccuracies. | General Petroleum—Less than papers.” With some 1,700 daily 
In going through the figures that 40% of actual expenditure. |newspapers and an untold number 
pertain to Los Angeles accounts,| Interstate Weber bread—Spent | of weeklies isn’t it rather naive to 
I noticed two or three that were | over twice as much. 'think that 333 papers carry 90% 
way out of line. Checking wit | Kenu—Less than 1/3 of money |of the national advertising? On 
the advertisers, I found that my|spent in papers. the face of it this looks unbeliev- 
fears were justified. I then se- | Scudder—Spent 3% times more. | able, and the brief spot check that 
lected ten accounts emanating! Fruit Industries—over 100% |we have made here is pretty good 
more was actually spent. Prot 


from Los Angeles in a variety. of 
In fairness I should state that I If these are the figures that are 


A LITTLE EXTRA EFFORT 
OFTEN GETS A BIG RESULT! 


Maybe it’s different with ducks—but in radio (and EXCLUSIVE 
A , ; % se . REPRESENTATIVES : 
s - ou cant “just sit 
especially in spot-broadcasting) y J aisuenmmane _— 
and hatch results”. Effort is usually the measure of BALTIMORE WCBM 
BROWNSVILLE KVAL 
success. BUFFALO WGR-WKBW 
CHARLESTON, S. C. Wcsc 
: ; CINCINNATI WCKY 
Without question you already know the extra effort COLUMBIA, S. Cc. wis 
“11 CORPUS CHRISTI KRIS 
that all our men at F&P are willing and eager to paeueenr ane 
expend for you—in making market researches, lining DES MOINES WHO 
Reeeay DULUTH KDAL 
up availabilities, and all the other leg-work of spot- FARGO WDAY 
; HOUSTON KXYZ 
broadcasting. But do you know the work we are pre- INDIANAPOLIS WISH 
; ; KANSAS CITY KMBC 
pared to do in helping you get the greatest values for LovIsviLLE onan 
your radio dollars? If not, please telephone. We MINNEAPOLIS-ST. PAUL WTCN 
' OKLAHOMA CITY KOMA 
believe we can show you some new kinds of extra PEORIA-TUSCOLA = WMBD-WDZ 
PORTLAND KOIN 
effort. RALEIGH WPTF 
ROANOKE WDBJ 
ST. LOUIS KSD 
SEATTLE KIRO 
SHENANDOAH KMA 
e REE & I ETERS. INC, SYRACUSE WFBL 
¥ . . . : TULSA KTUL 
Pioneer Radio Station Representatives and WRIGHT-SONOVOX, Ine. 


| 


Since May, 1932 


CHICAGO: 180 N. Michigan WEW YORK: 444 Madison Ave. DETROIT: 645 Griswold St. SAN FRANCISCO: 58 Sutter HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bldg. 
Franklin 6373 Plaza 5-4130 Cadillac 1880 Sutter 4353 Hollywood 2151 Main 5667 
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Is this the SECRET of 
LOS ANGELES 
LEADERSHIP? 


Ne any pee eee Sow poyreee 


pense potpecttpean rhymed 
i eres od ho eed eee dng || ne centiiems Goth, 


eel etn ne betes more camenting omer 
omoted we 
a cogs ay te ned Sonn, oo 
Fee ae rece od mo oe 
ee ones came te Neeigmcetes fe Lee Angeian 
“Ow plane call tor on expendine of mare than 


‘$5.000.000 + Sovthers Colitarnse © Qe new tee 
_— —_ 
june | 
SSS 
SS 


‘Les Aageies City-Owned 
DEPARTMENT OF WATER AND POWER 
5 et eee, Ln Angee Catenin 
ee ee a pe | 200. 


Les Ongeles a semer Ju sur ow ve 


CREMICAL @ METALLURGICAL ENCINERAING + 47miL 1000 + 


ATTRACTION—AA's Los Angeles scout suggests that this juxtaposition of ads 
in the April issue of Chemical & Metallurgical Engineering may provide a dif- 
ferent appeal from the one Buchanan & Co. had in mind when the Department 


copy was prepared. 


being used to compute the total 
amount of the national advertising 
dollar spent in newspapers, then 
no wonder newspapers’ percentage 
is low. 

It looks as though you did not 
list advertisers who ran less than 
$5,000 a year. Is that fair? There 
are many sectional advertisers 
who use newspapers that certainly 
should be listed among newspaper 
advertisers. Although I have not 
taken the time to check thor- 
oughly, I am under the impression 
that there have been some rather 
important omissions—particularly 
among sectional accounts. I have 
'been unable to locate Lewis dog 
|food which, according to the 
|agency, spent “a lot more than 
| $5,000 in newspapers in 1945.” 

This letter is written in my ca- 
pacity as president of the Los An- 
geles chapter of American As- 
sociation of Newspaper Repre- 
sentatives. I have been instructed 
by the chapter to write a strong 
letter of protest to the three pub- 
lications which print these figures 
with the suggestion that if correct 
figures cannot be published, then 
in the future none should be 
printed. We feel that you have 
unintentionally done newspaper 
advertising a deep injustice and I 
have been instructed to send car- 
bons of this letter to the Bureau 
of Advertising of the ANPA and 
to the national headquarters of the 
AANR. 

In closing it may interest you to 
know that the reception of these 
figures on the part of advertisers 
has been very poor. When I con- 
tacted the agencies and advertisers 


to ascertain the correct expendi- 
tures, almost without exception I 
was greeted with remarks that 
were anything but complimentary 
to the people who prepared them. 
I was told that they were mislead- 
ing—that they did more harm than 
they did good. In fact, in two 
cases profanity was resorted to in 
order to sufficiently express what 
the individual felt about the fig- 
ures. 

Maurice W. HEATON, 
Williams, Lawrence & Cres- 
mer Company, Los Angeles. 
[Editor’s Note: We don’t believe 

that all expenditures were any- 
where near as incomplete as those 
Mr. Heaton mentions, but we want 
to emphasize again that the three 
publications which underwrote the 
Media Records tabulation have no 
primary responsibility for the fig- 
ures. Media Records is the only 
national measurement organization 
in the newspaper field, and its sta- 
tistical reports are widely used. 
The figures presented were in 
every case designated as being 
limited to 333 newspapers in 107 
cities, and were known to be in- 
complete. However, they were as- 
sumed to represent a very sub- 
stantial majority of the national 
advertising dollars—not lines— 
spent in newspapers. ] 
* = F 


No Shaver, She 


To the Editor: Copy Cub’s first 
item in the May 6 issue about the 
pair of heavenly Pacific sheets 
was very amusingly read. 

I noticed this same ad in Life 
/and several other magazines. My 


again — the nation’s top 


of 347.7*is proof this rich 


Wichita stands by to listen 


*First 4 months, 1946 


WICHITA IS A HOOPERATED 


WICHITA is the “High Spot” 


in Sales Management's Retail 
Sales Index. Repeatedly the top 
city during the war and still the 
leading city today, Wichita’s rating 


produces for the advertiser’ 


night to KFH, the station that carries the 
top programs for Kansas’ richest market. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET mm 


‘KFH | 


city 


market 
s dollar. 
day AND 


CITY 


| WICHITA 


CBS .. . 5000 WATTS DAY AND NIGHT . . 
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first quick glance at the beautiful 
pajamaless gal left me with this 
thought —“‘My gawd, she doesn’t 
shave under her right arm.” 
Looks to me like the artist didn’t 
realize his custom fringe would 
give this amusing effect. 
W. E. DEMAND, 
Advertising Manager, Page 
Engineering Company, Chi- 
cago. 
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Asks Separate Figures 
on Paint Industry 


To the Editor: In the publica- 
tion of newspaper expenditures by 
products, year 1945, jointly spon- 
sored by ADVERTISING AGE, Print- 
ers’ Ink and Editor & Publisher, 
paint industry advertising has not 
been given in a separate classifica- 
tion as indicated by the following 
quotation from a letter from a. 
member of the industry re the. 
report. | 

“My point is that while quite a) 
number of consumer products and | 
services from alcoholic beverages | 
to steamships receive individual | 
classifications, paint is included | 
in an industrial classification to- 
gether with airplanes, ball bear- 
ings, electric lights, chemicals, etc. 

“Disinfectants and extermina- 
tors receive a separate classifica- 
tion as do toilet soaps.” 

We are wondering, if when the 
next tabulation of this type is is- 
sued, the advertising linage of the 
paint industry could be segregated. 
We assume this would not be dif- 
ficult and we know that it would! 
be appreciated by the members of | 
the paint, varnish and lacquer in- 
dustry. 


| 
| 
RALPH W. EMERSON, 


Director, Public Relations, Na- 
tional Paint, Varnish and Lac- 
quer Association, Washington. | 
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Helping the Railroad 


To the Editor: I am attaching 
hereto a clipping of an advertise- 
ment which appeared in the Eagle 


To The People Of Enid And This Section Of Oklahoma 
The Special Passenger | 


TRANSPORTATION COMMITTEE 


morised df the following members: Leo A Snyder, Chairman Roy L Sonford | 
© J Harriss, John J“Water, Roy Bender, John veritt, and Horry O Giosser | 
ng w th officals of the Frisco Railroad, 1s pleased to make this onnow 


BEGINNING TODAY 


New and improved Service Will Be Available, te All Passengers Between 
Enid and Tulsa and Points East. 


It will hove an” oir-cond:aned 
ommodations which holders of Firs! Class 
onal charge 

orrive in Tulse ot 8:00 p.m. The trein 
Enid ot 10:45 «. m. 


ill leave Enid at 4:45 p. 
wise ot 7:30 6. m. ond 


passengertranspc ° 
in and out of Enid, 


re y One in This Co te Use This Travel 
We Urge Every Commeanity Improved 


4. it will help this section of Oklahomo, ond it will rewor ° 
officials for thew cooperation and faith in Enid as @ growing city and industria 


Possenger Transportation Committee of the Enid Chamber of Commerce 
and News, Enid, Okla., on May 7 
which was placed and paid for by | 
the Enid Chamber of Commerce. | 
This ad is certainly most un-| 
usual in that it urges the local | 
citizenry to patronize the Frisco, 
and, particularly, that it was paid 
for by the local Chamber of Com- 
merce. | 
E . A. W. SCHULENBURG, | 
Gardner Advertising Com- | 
pany, St. Louis. | 
| 


TS 
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Book for Workers 


To the Editor: Enclosed you will 
find a book containing the history 
of Mullins’ contribution to the war. 
Entitled, “We Worked to Win—We 
Fought to Win,” the volume is 
dedicated to allemployes and Mul- 
lins’ servicemen alike, and is a 
story not so much of “company’s” 
activities, but the story of the peo- | 
ple who made Mullins’ contribu- 
tion possible. We call attention 
with pride to the special com- 
mendation by Lieut. General Le- 
vin H. Campbell Jr., on page 41. 

The volume is being distributed 
to all Mullins’ people who entered 
the service, and to all employes 


who served with us during boned, 
war, regardless of where they may 
now be employed or stationed. 
A. D. LEMOonrTE, 
Director of Public Relations, 
Mullins Mfg. Corporation, 
Warren, O. 
vve¢ 


They're Not at All 
Alike, Says Wilkinson 

To the Editor: I am sure you 
will not want to turn your col- 
umns into a squabble-ground be- 
tween razor manufacturers, but 
we feel that Mr. Robert G. 
Brown’s recent letter (AA, May 
20) calls for some response. 

It is quite true that Wilkinson 
razors do not incorporate a single 
“feature” of the Rolls. Conversely, 
the Rolls contains not a single 
unique feature of the Wilkinson! 


Mr. Brown refers to the Wilkinson 
blade as “thin” which leads us to 
enquire, how thin is “thin”? The 
Wilkinson blade is a thick hollow- 
ground blade which tapers from 
a heavy bar to a perfectly-finished 
edge. It is not to be compared to 
a Gillette blade, for example. It 
is thinner than the Rolls, to be 
sure, but then we furnish seven 
blades (one marked for each day 
of the week) so that you do not 
have to abuse the one blade day 
after day; and the fine steel gets 
a week’s rest to restore itself. 
Simple, the Rolls may be. For 
that matter, the simplest razor 
ever made by anyone is a straight- 
edge “cut-throat” barber’s razor. 
Nothing could be simpler. But 
who the deuce wants to use one? 
The Wilkinson is a 100% safety 
razor, made “very, very compli- 


cated” by reason of the fact that 
it has a small screw which en- 
ables you (for the very first time!) 
to actually adjust the depth of 
shave to suit your own beard and 
your own skin! It is further ‘“‘com- 
plicated” by the fact that the 
safety bar is not a solid piece, but 
is a roller guard, which means 
that it rolls smoothly down the 
face, instead of scraping. Those 
are the sort of “complications” 
most men will welcome. 

The fact that the Wilkinson 
Sword Company Ltd. of London 
has been swordsmiths and cutlers 
since 1772, and has been privi- 
leged to hold the royal warrant to 
eight English monarchs, and has 
made practically every presenta- 
tion sword for the past 174 years, 
including the Stalingrad and 
Eisenhower swords—we cannot 
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deny! And, of course, all of that 
goes to make good copy and good 
publicity. Naturally, our cus- 
tomers are capitalizing on it. 

In any case, there must surely 
be room for more than one good 
razor in the market, and we: feel 
that Mr. Brown’s “lather” was 
rather unjustified. We would have 
found it possible to speak of the 
two razors and to point up Wil- 
kinson’s virtues without neces- 
sarily making derogatory remarks 
about Rolls. Mr. Brown need have 
no fear that we will attempt to . 
compare Wilkinson with Rolls. 
From our standpoint there is no 
comparison, and our copy theme, 
will carefully stress the fact that 
they are not at all alike. 

LEONARD CARDUNER, 

Wilkinson Sword Sales Cor- 

poration, New York. r 


OARD’S DAIRYMAN sub- 
scribers are bigger users of 


electricity in their homes because 
they are in a habit of using plenty 


of electricity on their farms... to operate water systems, 


water heaters, milking 


machines, cream separators, 


grinding wheels, churns, milk coolers, incubators, hay 
hoists, hog and poultry brooders and many other pieces 


of farm equipment. 


As compared to average farmers, 93% more Hoard’s 
Dairyman subscribers use highline electricity. As com- 
pared to nearest neighbor farmers, 15% more Hoard’s 
Dairyman subscribers use highline electricity. Ask your 
Hoard’s Dairyman representative to show you a U. S. 
Bureau of the Census study which proves that Hoard’s 


937 MORE USERS 


Dairyman subscribers are better customers for just about 


everything farm families buy. 


Hoard’s Dairyman’s leadership in reader interest 
among the more prosperous farm families can help you 
produce more sales per advertising dollar. Put the cream 
of the market at the top of your list... Start your farm 
schedule with Hoard’s Dairyman—the buying guide of 


the be$t farm families. 


JEOARDS SIAIRYMAN 


FORT ATKINSON, WISCONSIN + 250 PARK AVENUE, NEW YORK 
EDWARD S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 
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The rates for this department are as follows: 
and “Representatives Available,” 
spaces per line; 
Menday noon preceding publication date. 


50 cents a line, minimum charge $2. 
light body face 34 per line. Box numbers add two lines. Terms cash with order. 
Display advertisements take card rates. 


THE ADVERTISING MARKET PLACE 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” 
Figure bold face heads 25 letters and 


Forms close 


POSITIONS WANTED 


Production 
Chicago 
edge 
and 
$350 per month. 

Box 8232, 
Ss. Ohio S8t., 


agency. 


AGE 
Chicago 11, Il. 


Walter Lowen 


PLACEMENT AGENCY 
es 
Established 1920 as headquarters for 


ADVERTISING PERSONNEL 


Officé -:- Creative -:- Executive 


Resumes required before registration. 
Moderate placement service fee some- 
times paid or shared by the employer. 


420 Lexington Avenue 
New York 17, N. Y. 


Box 8236, 
100 FE. 


SPAC EO 


ing trade 
over 
Box 8238, 
100 EF. 


Ohio St., 


SAL ESMAN 
Go-getter—10 years experience sell- 
paper 
$50,000.00—college graduate— 
forceful Public speaker. 


Ohio St., 


POSITIONS WANTED 


Mer. or Assistant with | Public Relations man in industry 4 
Thorough knowl-| years, 15 as newspaperman, seeks 
y procedure, production | industry, lglg or agency post, 
relations. Salary $325-|medium size city. 
Box 8222, ADVERTISING AGE 
ADVERTISING _ 100 E. Ohio St., Chicago 11, Ill. _ 


Advertising and Sales Promotion— 
established reputation as dependable 
business builder; age 46, with solid, 
diversified background. 


ADVERTISING AGE 
Chic ago 11, Til. 


A VAI LABLE 


space. 1945 sales 


ADVERTISING AGE 
Chicago 11, Ill. 


Educational 


LEX 2-8864 


Promotion Manager 
Capable of earning $26,500 per year. 


only are invited to request interview. 


BOX 6502, ADVERTISING AGE 
100 E. Ohio, Chicago 11, 


field. Exceptional men 


hi J 
Illinois 


POSITIONS WANTED 


Space selling over two years expe- 
rience eastern territory, fine manu- 
facturers and agency contacts. Vet- 
eran, free to travel, single, 29. 
College background. 

Box 8235, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. ¥. 
15 YEARS “EXPERIENCE | 

. in advertising, including Sales 
Promotion, Merchandising, Publicity, 
Public Relations, Radio and Trade 


Paper representation, Advertising 
Agency. Thoroughly grounded. in 
Agency practice ... administrative, 


selling, campaign planning and fol- 
low through, ete. Proven high earn- 
ing capacity. Want permanent con- 
nection (with good future potential) 
in advertising or media representa- 
tion fields. 39 years of age. Mar- 
ried will travel. Location no ob- 


stacle. 

Box 8239, ADVERTISING AGE 

100 E, Ohio St., Chicago 11, Il. 

Trusty right hand for Mr. Big 
Ex-Coast Guard officer. Wide bac K- 
ground, advertising and publishing. 
Handle all details art, production, 
traffic, printing, periodicals. Also 
copywriting. Want responsibile po- 
sition as aide to busy executive. 
New York or New Engiand. 

Box 8237, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


GRO 


BASED UPON PRODUCING 
PROFITABLE RESULTS FOR ADVERTISERS 


Advertisers in Hitchcock publications get tangible . . 


traceable .. . 


positive results. They get live inquiries and 


orders in profitable volume. This was true soon after the 
first Hitchcock publication was founded in 1898 and has 


been true ever since . 


. because the Hitchcock organization 


is alert to the changing needs of the fields which it serves 


Machine Tool Blue Book 


‘CCA audited circulation of 35,000 copies monthly to all 


branches of metal working industries . 


. wherever machine 


tools, metal working equipment and products are produced, 


used or sold. 
Wood Working Digest 


Nearly twice the circulation . . 
page per thousand readers .. . 


. at one-half the rate per 
of any other woodworking 


paper More than 10,000 CCA audited copies monthly to 
conventional and promising new branches of the industry. 


Export Catalogs 


Comprehensive 


Spanish, Portuguese and English editions . 
Construction and 
. Agricultural and food process- 


major fields .. . Industrial . . . 


road building . . 


. . World-wide in aggregate coverage 


in the three 


ing. Personally supervised distribution on the 


scene by home office representatives. 


~ 
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HITCHCOCK 


PUBLISHING COMPANY 


542 South Dearborn Street, Chicago 5, Illinois 


Telephone: Harrison 6040 
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__ POSITIONS WANTED 


Advertising Age, June 3, 1946 


HELP WANTED 


MEDIA BUYER 
With twenty-five years experience 
in all types of media and market 
research. Seeking new connection. 
Excellent references. 
Box 8233, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ixperienced advertising space sales- 
man seeks connection with estab- 
lished trade paper. Know Chicago 
and Mid-west agencies. 
Box 8234, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING EXECUTIVE 
with a record of accomplishment 
and experience YOU can use 


Twenty years’ successful experience 
in advertising sales management, 
public relations, sales promotion, 
and training with nationally-known 
firms. Proved organizer and builder 
of hard-hitting advertising and re- 
sultful public relations programs. 
Practical experience in copy, lay- 
outs, media, production processes, 
budgets, markets and distribution, 
ete. Can personally perform each 
step in creation of advertising or 
intelligently direct work of others. 
Convincing public speaker. Down- 
to-earth instructor. Authoritative 
and persuasive writer. University 
graduate in early forties. Pleasing, 
cooperative personality. References 
of highest order as to character and 
ability. Considered a fast-moving 
forward-thinking executive with the 
seasoned experience and well- 
rounded ability which will make 
him a long-time asset to the prog- 
ressive organization. Investigate 
today! 
Box 8244, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, III. 


ACCOUNT EXECUTIVE seeks op- 
portunity recognized agency, over 
$100,000 annually. Consider pur- 


chasing interest of retiring owner. 
Box 82438, ADVERTISING AGE 
330 W. . 42nd St., New York 18, aN. ¥. 


SPACE SALESMAN 

16 years trade paper experience in 
Mid-west Territory—Ohio, Michigan, 
Western Pennsylvania and Western 


New York. Two outstanding jobs 
to his credit in this territory. Has 
complete, established office, excel- 


lent connection, good contacts. De- 
sires change. Offers top references 
on ability, performance, background 
and character. 

30x 8229, ADVERTISING AGE 
100 FE, Ohio St., Chicago ih ae af 


—— a eee anaes 


HELP w ANTED 


Advertising Salesmen for ~ Chgo., 
Cleve., N. Y., Boston for new busi- 
ness mag. Start July. Technical or 
eng. exp. desirable but not essen- 
tial. Substantial salary plus com. 
Option of share in ownership and 
profits may be given if necessary to 
get top calibre men. 

Box 8241, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Like Music? Like People? Here’s a 
grand opportunity for a young man 
with ideas to manage a symphony 
orchestra. Well established organ- 
ization, fine medium size midwest- 
ern city, nationally renowned con- 
ductor, enthusiastic community sup- 
port. Promotional and publicity abil- 
ity is more important than musical 
knowledge. Salary $5,000.00. Write 
full details. 

Box 8216, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 


FRED J. MASTERSON 
Advertising & Publishing 
Personnel 
Placements of all types with lead- 
ing organizations, 
__185 N. Wabash Ave., Chicago 


- ART DIRECTOR 
A young man who has creative and 
executive ability plus very good 
taste. Make own layouts, purchase 
fine, full-color illustration and real- 
ly art—direct each job. A perma- 
nent, well paid connection with a 
nationally known mfgr. in Chicago. 
Please give complete details in first 
letter. Replies confidential. 
Box 8242, ADVERTISING AGE 
100 E, _ Ohio » St., Chicago 11, Il. 


OPPORTUNITY IN PUBLIC 
RELATIONS 
Established New York Public Re- 
lations Firm requires an experienced 
man whose primary ability is in 
selling Public Relations Counsellor 
services. We realize that the right 
man will be interested only if we 
can offer substantial compensation 
and opportunity. Your answer in 
strictest confidence. Our organiza- 
tion has been informed of this ad- 


vertisement. 
Box 8228, ADVERTISING “Ry 
Se # 


330 W. W. 42nd St., New York 1 


Top Flight Artists 
We have three positions open on our 
staff for a home-furnishings, fash- 
ion, and children’s artists. Must be 
thoroughly experienced in the com- 
mercial field. Excellent salary and 
advancement opportunities with one 
of Ohio’s leading department stores. 
In Chicago please write or call Ad- 
vertisers Art Council, 75 Wacker 
Drive. Outside Chicago write F. & 
R. Lazarus & Co., Columbus, Ohio. 


Wanted: Market Research Expert 
with background in economic an- 
alysis. A responsible position is 
open. Write fully and state salary 
required. 

Box 8230, ADVERTISING AGE 
100 FE. Ohio _St., Chicago 11, Ill. 


R EPRESEN’ TATIVES _AV AILABLE 


Do you need a good “representative 
for Chicago and Mid-west territory? 
Years of experience in selling na- 
tionally—trade and business adver- 
tising space. Straight commission— 
might be interested in investing 
money in right publication. 
Box 8231, ADVERTISING AGE 
100 E. _Ohio_ St., Chicago _ 11, Ti. 


-MISCELLAN EOU i 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 3063, Chicago 


Oxperienced Outdoor Adv. Man will 
purchase plant or operate same on 
profit sharing basis—will make in- 
vestment to guarantee performance. 
Box 8240, ADVERTISINNG AGE 


100 E. Ohio St., Chicago 11, Il. 


"10 


perience with, 


agencies. Give brief 


and expenses 


Large business publishing house has an opening 
for a better-than-average space salesman for 
Chicago and adjacent territory. Must have ex- 
and knowledge of, 
trade and class advertising, and local advertising 


industrial, 


resume of qualifications 


| and experience in first letter. All replies held 
confidential. Our employees know about this ad. 
Salary $10,000 per year and expenses. 


| Reply Box 6503 

| ADVERTISING AGE 
| 100 E. Ohio, Chicago 11, 
| 

| 


Illinois 


—ACCOUNT EXECUTIVE 


We have a vacancy for one who can 
develop billing in excess of $50,000. 
Staffed for quality accounts. 


RAY-HIRSCH & WATERSTON 
Advertising 
7 East 42nd St., New York 17, N. Y. 
MU. 2—3355 


AD ARTISTS 


Large midwest art department has 
opening for a thoroughly experienced 
general artist. Must be good figure 
man, with ability to do layouts. In- 


teresting and varied work in a well 


Advertising Manager 
Publisher of widely read production 
and industrial monthly has opening 
for alert executive with contacts. 
$7500 to $10,000 annually. 
BOX 6501, ADVERTISING AGE 
100 E. Ohio, Chicago 11, Illinois 


equipped modern studio located in a 
city that is pleasant to live in. Write 
fully, giving experience and salary 
expected. Will wire for samples later. 


BOX 6504, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 
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‘Soap Operas Take 


Advertising Age, June 3, 1946 


Less Daytime Air, 
But Rate Higher 


New York, May 28.—Soap opera 
takes up much less of the daytime 
air now than it did in 1940, but 
rates in popularity better than it 
did then, a six-year study by Co- 
operative Analysis of Broadcasting 
discloses. 

Serial drama occupied 77.5% of 
the daylight radio time in 1940. 
By last year its share of these 
listening hours had shrunk to 
44.5%. Even so, it still used four 
times as much time as the second 
biggest consumer of daytime com- 
mercial hours — news, commenta- 
tors and talks, occupying 11.6% of 
the time. 

At the same time, serial drama 
moved into a first-place tie with 
“other drama’’—comedy, straight 
and melodrama—in daytime pop- 
ularity ranking for the fall-winter 
of 1945. In the preceding year 
serial drama was third in popu-| 
larity. 

Biggest daytime gain in share 
of total air time was made by 
audience participation programs, | 
which climbed from 0.4 to 9.7%. | 

The number of rated network | 
daytime programs on the air in-| 
creased from 81 in the fall-winter 
of 1940 to 122 in the same period | 
of 1945. 


| 


Teague Moves Office 


Walter Dorwin Teague, indus- | 
trial designer, has transferred its | 
West Coast office to 3142 Wilshire | 
Blvd., Los Angeles 5. | 

<snesinidinagaiatiastaiiattaiiiine | 
- . | 
Two Appoint Sullivan | 

Flamechek Corporation of. 
America and Willys New England, | 
Inc., Boston, have appointed Daniel 
F. Sullivan Company, Boston, to 
handle their advertising. 
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Hire a Veteran 
With a Future 
in Advertising 
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' AD MANAGER, or acct. 

; exec. Major, info. officer. 

I 10 years handling nat'l. 

1 advg., sales plans, pub. 

I relations. 

! New York. $7500. JH-260 

1 ACCOUNT EXEC., or asst. 

exec. Army capt. Agency 

copy, client contact, pro- 

duction experience. 
Chicago. $6000. JH-261 

COPY WRITER, or public- 
ity. Catalog, direct mail, 
sales research experience. 
Army capt. 
Chicago. $4000. JH-262 
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RADIO PUBLICITY, produc- 4 
tion. Radio copy, announc- 4) 
ing, promotion experience. 1) 
Army, pub. rela. 1 
Anywhere. $4000. JH-263 1) 
PRODUCTION, or layout. | 
Production, copy, catalog, 1 
direct mail experience as 4) 
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Chicago. $4000. JH-264 
MEDIA SALES, or sales pro- 
motion. Navy officer with 
8 years' space 
sales promotion, 
background, 
Chicago. $4000. JH-265 


* 


Write or Phone 
JOB HUNTER today! 


A Free Service of 


selling, 
advg. 


Advertising Age 


100 E. OHIO ST., CHICAGO 11, ILL. 
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Hy-Pure Chain Elects 2 


George Dusterberg, formerly ad- 
vertising manager, has been elected 
secretary, advertising and sales 
manager, and Leslie Joel has been 
elected treasurer and merchandis- 
ing manager of Hy-Pure Drugs, 
Cincinnati, a voluntary chain of 
more than 500 drug stores. About 
half the chain’s members have 
purchased stock control of Hy- 
Pure from Elsa S. Joseph, wife of 
S. H. Joseph, founder of the chain 
25 years ago. 


Tanner Joins Cairns 

Ralph C. Tanner, formerly as- 
sociated with the technical pub- 
lications department of Pratt & 
Whitney Aircraft Company and 
with the Merrill Anderson Com- 
pany, New York, has joined the 
production staff of John A. Cairns 
& Co., New York. 


Journal to Study 


Aviation Effects 


Washington, May 28.—First is- 
sue of International Journal of Air 
Affairs will be published late next 
month by Air Affairs, Inc., be- 
lieved to be the world’s first in- 
ternational project to study and 
predict the social effects of avia- 
tion. 

Supported by more than 100 in- 
dividuals and 40 companies 
throughout the world, the organi- 
zation, through its publication, ex- 
pects to offer a scholarly, non- 
partisan outlet for views and ex- 
periences of men throughout the 
world, Air Affairs announced. 

The International Journal of Air 
Affairs, with executive and edi- 


| torial offices at 1829 G St., Wash- 


ington, will be distributed post- 
free at $5 a year to subscribers 
throughout the world. The initial 
fund to launch the organization 
was created through $100 contri- 
butions from private individuals 
and corporate contributions not 
exceeding $500 each. 


McMichael Promoted 


John L. McMichael, for 25 years 
treasurer of the McLain-Organiza- 
tion, Philadelphia agency, has 
been elected vice-president. 


Renews Kaltenborn News 


Kelley Kar Company, Los An- 
geles, has renewed its contract 
with Station KFI, Los Angeles, to 
sponsor the H. V. Kaltenborn news 
commentary program for 26 weeks. 


63 


Morrison Joins Lefton 


Maxey Neal Morrison, formerly 
with the War Production Board 
and Civilian Production Admin- 
istration in Washington, has been 
appointed assistant to the presi- 
dent of the Al Paul Lefton Com- 
pany, Philadelphia. 


LaRouse Joins Publisher 


William F. LaRouse has been 
appointed fashion advertising rep- 
resentative of Calling All Girls, 
New York. He was formerly with 
Fashion Trades and Sportswear. 


Sellers Joins Davis 


Joan Joyce Sellers, formerly ad- 
vertising manager of Crevens, Dar- 
gan & Co., Houston, has joined 
Wallace Davis & Co., Advertising, 
Houston. 


THE Satie STORY OF A FILING CABINET! 


WHOLESALERS & 
_ 4,274 


SALES 


N,507 


4165 ... 


RETAILERS 


S an index to a top-drawer business market, Barron’s has com- 
pletely identified its 44,644 subscribers and additional readers 


by business, position and function. 


Based on a robust 75.7% return* to a mail questionnaire sent to 
every third name on BARRON'S circulation list, this study should 


be of interest to advertising men everywhere. 


Write to the New York office for your copy. 


*Replies classified and tabulated by Fact Finders Associates 


NEW YORK 
| 40 NEW STREET 


ADMINISTRATION & MANAGEMENT 


DEPARTMENT MANAGERS & ASSISTANTS 


Vital Facts about the Key Executives in 
Business and Finance Who Read Barron’s 


4,602 


aoe 


BARRON 


‘National Business and Financial Weekly 
The Magazine Of And For Successful People 


BOSTON 
30 KABY STREET 


DETROIT 
526 MURPHY BUILDING 


FUNCTION 


SAN FRANCISCO 
68 POST STREET 
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25¢ in Canada 
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Fist 


Written By and For Professional Sportsmen 


Fur-Fish-Game's stories and articles are prepared for sports- 
men whose outdoor activities are both a sport and a profession. 
Many of its readers derive all or part of their income from 
hunting, fishing and trapping. They often buy and use outdoor 
equipment the year around. To them Fur-Fish-Game is the bible 
in their field. That's why F-F-G is a strong medium for pulling 
inquiries and making sd. Put F-F-G on your schedule and see. 


The A. R. Harding Publishing Co., 175 E. Long St., Columbus 15, 0. 


REPRESENTATIVES 
New York 
Walter C. Elly,’ Murray Hill 4-0626 


Chicago 
Cole & Mason, Superior 6558 


swing-O-Ring on? 


+ « + take 10 to 14 weeks in 
most instances, but we can and do DELIVER in 
that time from an entirely adequate selection of materials and colors. 


Ring Binders 


TELL us quantity, type of binder, and color preference—we'll send 
samples and quotations. 


—BEAVERITE PRODUCTS, INC. 


35 DE WITT STREET, BEAVER FALLS, NEW YORK 


Leather, ond Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings 


Farmers Buy More 
Packaged Foods, 
Analysis Reveals 


Minneapolis, May 29.—Detailed 
analysis of daily food habits and 
food purchases reveals that 80 city 
families buy only about 70% as 
/much packaged foods as 80 com-| 


| parable farm families, while farm 


\family bulk food purchases are 
| only slightly more than 50% of 
| those of the city dwellers. 

The survey, believed to be the 
first of its kind, covers 160 fami- 
ilies in eight states, Illinois, In- 
|diana, Iowa, Minnesota, the Da- 
‘kotas, Nebraska and Wisconsin. 
Outstanding difference in pack- 
aged foods was in flours, where 
farm families consistently out- 
bought city families. In dairy 
products, city dwellers bought 
more than farm residents, with the 
exception of butter which farm- 


quantities. 

Average monthly expenditures 
for bulk foods were reported as 
$45 against $23.57, with city fami- 
lies outbuying farmers. Package 
goods expenditures for both groups 
were considerably lower, with 
farmers spending about $8.62 per 
month average compared with the 
city family average of about $6.02. 

The survey is compiled on re- 
ports from the Nebraska Farmer, 
Lincoln, Prairie Farmer, Chicago, 
The Farmer, St. Paul, Wallaces’ 
Farmer & Iowa Homestead, Des 
Moines, and Wisconsin Agricul- 
turist & Farmer, Racine. 

Each family taking part in the 
survey kept three records, includ- 
ing an actual -itern-by-item record 
of food purchases; an accurate 
record of foods produced at home 
for family use;*and a full daily 
record of menus and of the num- 
ber of adults and children served 
at each meal. 

Farmers apparently have more 
of a sweet tooth than city dwell- 
ers, buying more sweets including 
sugar, malt drinks, syrup, mo- 
lasses, cake trimming, and flavor- 
ing extracts. Chocolate, however, 
was more popular with urbanites. 
Salts, seasonings, salad oils, olives, 
meat sauces and similar items 
were more popular with city fami- 
lies but farmers wanted more 
crackers and cookies. 

Record period of the current re- 
port covers May through De- 
cember, 1945. 


Pessl Plans Campaign 
Helene Pessl, Inc., New York, 
maker of cosmetics for children, 
plans an “intensive” publicity and 
advertising campaign for this year 
and next. Moselle & Eisen, New 
York, will handle the advertising, 
and Alix B. Williamson, New 
York, will handle publicity for 
Baby Dear, Little Lady and Young 
Lad cosmetics and Melinda Cos- 
metics for Teens, a new product. 


Expands Finance Drive 


Seaboard Finance Company, Los 
Angeles, will expand its advertis- 
ing to include 13 two-column ads 
in Time. The company is also 
using 13 full pages in Newsweek. 
Smith, Bull & McCreery, Holly- 
wood agency, handles the account. 


Quits American Viscose 


‘ Alice Ten Eyck, initiator and 
head of the consumer service 
program for American Viscose 
Corporation, New York, has re- 
signed. Among other activities, 
Mrs. Ten Eyck established a na- 
tion-wide rayon publicity pro- 
gram. 


Chaplin Joins Brisacher 


New additions to the radio de- 
partment of Brisacher, Van .Nor- 
den & Staff, Los Angeles, include 
Charles F. Chaplin, film and radio 
script writer; his assistant, Jerry 
Frost, and Selma Schonfeld, time- 
buyer. Mr. Chaplin is no relation 
to the movie actor. 


ers bought in consistently greater | 


Acousticon Tests Plan 
““Acousticon division of Dicto- 
graph Products, New York, has 
started a full-page test in the 
Hartford Times for a new service- 
sales plan with, for example, a 
year’s supply of batteries included 
in the purchase price. The test 
will shortly be expanded to two 
other cities, probably including 
Toledo. Agency is Hirshon-Gar- 
field. 
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Names Kircher, Helton 


Kircher, Helton & Collett, Day- 
ton, has been appointed to handle 
the advertising of Automotive 
Gear Works, Richmond, Ind. Busi- 
ness papers and direct mail will 
be used. 


Names McGivena 


The Chicago Sun has appointed 
L. E. McGivena & Co., New York, 
as general promotion counsel. 


SHE who controls the fam- 
ily buying is the object of 
your advertising message. In 
Metropolitan Oakland, The 
Tribune is your best means 
of getting it into the home, 
where the all-important 
woman can read it. 


Take advantage of this easy 


WILLIAMS, 
Representatives Including Sunday Magazine Sectic 
Comics METROPOLITAN SUNDAY NEWSPAPERS, IN 
Member AMERICAN NEWSPAPER PUBLISHERS’ ASSN. 


With the greatest home delivered daily city. circulation in 
Northern California since 1939, 
tising where it is the most effective and productive. 


Great and Growing Third Market! 
The Tribune Alone Covers Metropolitan Oakland 
TOTAL NET PAID CIRCULATION 


pay. 142,832 
sunpAY 155,093 


A.B.C. Publisher's Statement, March 31, 1946 


The Tribune will take your adver- 


way to blanket the Pacific Coast's 


sa beworo 


LAWRENCE G CRESMER CO; 


WWL 


NEW ORLEANS 


shouts its shows in 


throughout the year 


Newspaper Advertisements ' 


A DEPARTMENT OF 


Represented Nationally 


Folks turn first to— 


NEW ORLEANS ~ 


LOYOLA UNIVERSITY 


The Greatest Selling Power in the South's Greatest City 
50,000 WATTS — CLEAR CHANNEL — CBS AFFILIATE 


by The Katz Agency, Inc. 
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Wartime Trim 
Size Re-adopted 
by ABP Members 


CCA Papers Refused 
Admission; Rice 
Named Chairman 


Hot Springs, Va. May 28.— 
Members of the Associated Busi- 
ness Papers, warned that the pres- 
ent paper shortage probably would 
last five more years, voted unani- 
mously last week to return to the 
8% by 11%-inch wartime trim 
size as a standard for publications 
using the 7 by 10-inch NIAA plate 
size. 

Studies indicating a five-year 
shortage of paper supplies were 
presented before the business 
paper publishers and editors at- 
tending ABP’s 21st annual spring 
conference and first general post- 
war meeting at The Homestead 
here May 23-25. 

The smaller page trim size, ap- 
proved as a conservation measure, 
will effect a paper saving of about 
9% and will permit greater utili- 
zation of printing presses, which 
also are expected to constitute a 
production bottleneck for nearly 
five years. 


Standard Not Compulsory 


The National Industrial Adver- 
tisers Association will be asked to 
approve the 8% by 11%-inch size 
as its official standard. It will not 
be compulsory, with individual 
publishers determining when, if at 
all, they will adopt the smaller 
size. Most publishers indicated 


they will make the new size effec- | 
tive with August, September or | 
October issues. 

Members of the ABP, which | 
includes 132 ABC-audited publica- 
tions, also voted to maintain the 
association’s present admission 
standards rather than to “broaden 
its admission base” by admitting 
free distribution papers audited 
by Controlled Circulation Audit. 

Continuation of the public re- 
lations program of the National 
Conference of Business Paper 
Editors was approved, and the 
ABP members also endorsed the 
preliminary work of the Continu- 
ing Study of Business Paper 
Readership. 

Kingsley L. Rice, publisher of 
Power Plant Engineering, Chicago, 
who had served as president of 
ABP since May, 1944, was elected 
chairman of the association’s ex- 
ecutive committee. M. A. William- 


son, McGraw-Hill Publishing 
Company, New York, who served | 
a similar period as vice-president, | 
was elevated to the presidency. | 


Andrew J. Haire, Haire Publish- 


SOUND OR SILENT 


Made from your own mate- |. 
rial or produced for you. 


Increase the effectiveness | 
of your advertising, sales | 
promotion, training and 
educational programs with 
QUAKER SLIDE FILMS. 


Complete planning and pro- 
duction service at reasonable 


cost. Write for complete details. 


QUAKER 
PHOTO SERVICE 


914 WALNUT ST « PHILADELPHIA « PA 


ing Company, New York, was 
elected vice-president and E. J. 
Hamm Jr., Traffic World, Chicago, 
was named treasurer. 

Membership of the executive 
committee also includes P. M. 
Fahrendorf, Chilton Company, 
Philadelphia; George O. Hays, 
Penton Publishing Company, 
Cleveland; Robert Luchars, Indus- 
trial Press, New York; James G. 
Lyne, Simmons-Boardman Pub- 
lishing Company, New York, and 
P. C. Lauinger, Oil and Gas Jour- 
nal, Tulsa. 


Names Arndt Agency 

Venice Maid Company, Vine- 
land, N. J., packer of spaghetti 
sauce, canned spaghetti and ravi- 
oli, has placed its advertising with 
John Falkner Arndt & Co., Phila- 
delphia. 


CBS Aiftiliates Elect 


I. R. Lounsberry, WKBW-WGR, 
Buffalo, has been reelected chair- 
man of the Columbia Affiliates Ad- 
visory Board. E. E. Hill, WTAG, 


Worcester, Mass., has been re- 
elected secretary of the CBS 
group. 

California Apparel: 


Makers Lose Suit 


The federal district court in 
New York has granted a motion 
for summary judgment dismissing 
a damage suit, so far as it pertains 
to defendants Wieder of California, 
Inc.; Cortley Shirt Company, and 
California Sportswear, Inc., 
brought by California Apparel 
Creators for alleged misuse of the 
California label (AA, Dec. 17, ’45). 

The latter group is composed of 
76 California apparel makers who 


65 


reputation assertedly established 
by apparel makers located in Cali- 
fornia. Fred N. Cole, chairman of 
the group, announced that an ap- 
peal will be made. 


seek to obtain $1,000,000 in dam- 
ages from 23 eastern and mid- 
western apparel makers, includ- 
ing Wieder, Cortley and California 
Sportswear, for capitalizmg on the 


FOR A TEST OF THE NEGRO MARKET 
Use The Chicago Defender. 
Lowest milline rate in the Negro field. 
Lowest cost per inquiry in the Negro field. 
The Chicago Defender is read in more than 200,000 homes each week through- 
out America - North - East - South - West. 
A. B. C. circulation in excess of 200,000. Rate only 40c per agate line. 
Your advertising to a most profitable field through the most profitable medium 
will produce the best results. 
The Chicago Defender offers more for your advertising dollar than any com- 


parable media. 
THE CHICAGO DEFENDER 
George T. Hopewell, Representative 
101 Park Avenue, New York 17, N. Y. 
Tel. LE. 2-3783 
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SOME OF 
THE SUN'S 
FAMOUS 
FEATURE 
WRITERS 


* 


DAVID LAWRENCE 


Among the nation's 
most respected news 
analysts and political 
writers. "Today in Wash- 


and Copy Director 


average citizen express- 
ing himself with gusto, 
point and great com- 
mon sense. 


The 


Represented 
Angeles by 


enbiiin Sun 


NEW YORK 


Chicago, Detroit, San Francisco and Los 


Rirene Lawrence & Cresmer Company; in 


Boston, Tilton S. Bell. 
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Chis Seeks 


‘Trademark 


Census to Aid Business 


Patent Office Head 
Seeks Ways to Give 
Better Service 


By STANLEY E. COHEN 


Washington, May 29.—A “cen- 
sus of trademarks” may come up 
for public discussion shortly as 
Patents Commissioner Casper 
Ooms searches for a way to equip 
the government with an up-to- 


pects that conflicting state provi- 
sions and court rulings will con- 
tinue to cause trouble even if the 
Lanham bill becomes law. 

While Congress is_ asserting 
more right to legislate on trade- 
mark matters, he feels that many 
of these conflicts will be straight- 
ened out only if state officials can 
agree on standard practices and 
procedures. 


Won’t Wait for Laws 
Rather than wait for further 


— = a ll the trademarks | evolution of federal trademark 

Such an index, Mr. Ooms ex. | Statutes, or for court rulings 
plained in an interview with Ap- | which would determine the one 
VERTISING AGE, would be of im- | Of federal trademark jurisdiction 
measurable value to would-be| under the commerce clause of the 
trademark users who need a quick, | constitution, he would consider a 
inexpensive way of checking Se corey of state officials to 
determine whether their proposed | !iminate as many existing con- 
mark infringes one:already in use. | 


without the Lanham bill, Mr. 
Ooms is promising a “positive” 
attitude on the part of Patent 
Office employes to attempt to show 
prospective trademark users what 
they must do to establish a valid 
mark, and retain it. 

In addition, Mr. Ooms is con- 
sidering publication of the most 
reliable .and recent information 
available regarding trademark law 
as a guide to present and prospec- 
tive users. The most critical im- 
mediate need, he says, is an ade- 
quate file of active trademarks 
so that prospective users can find 
out at little expense and with little 
trouble whether their proposed 
mark infringes one already in use. 


Wants Complete Census 


Since government files are ad- 
mittedly inadequate, he feels that 
the quickest and least expensive 
way of collecting a complete 
trademark file would be through 
a “census of trademarks,” 
each firm listing the marks it is 
using. 

In discussing such a census, Mr. 
Ooms has considered the possi- 


with | 


bility of making the survey simul- 
taneously with the next census of 
manufactures. He will confer 
with the Census Bureau to deter- 
mine whether it would be. prac- 
tical to make the census of trade- 
marks part of the census of man- 
ufactures itself. 

“If it is practical,’ Mr. Ooms 
explains, ‘‘we would merely have 
to add to the census form a ques- 
tion asking each reporting firm to 
list the trademarks it has in use. 
In one year we would acquire the 
most complete trademark index 
in existence.” 


Lanham Bill Will Help 


The Lanham bill, reported by 
the Senate patents committee two 
weeks ago, and endorsed by vir- 
tually all organizations of trade- 
marks users and trademark law- 
yers, has already passed the House, 
and is apparently in a good spot 
to pass the Senate. 

Designed to adapt trademark 
protection to modern conditions of 


nationwide and international mar- | 


keting and sale of goods, it in- 
creases the incentive for registra- 
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tion of trademarks in use, and 
establishes new _ protection for 
marks used overseas. 

As the law now stands, experts 
point out, the trademark owner 
can never be entirely certain that 
his mark may not be suddenly 
declared invalid either by the 
Patent Office or by an infringe- 
ment suit. 


Makes Specific Changes 


Under the present rules, scat- 
tered through several special acts, 
tariff laws, and other legislation, 
cancelation proceedings may be 
brought at any time on the grounds 
that the mark should never have 
been registered because of geo- 
graphical, descriptive, or other- 
wise defective character, or be- 
cause it conflicts with identical or 
similar marks. 
| In contrast, under the Lanham 
bill: 


| After five years of continu- 
|i. ous use, a registered mark 
becomes incontestable. While the 
courts or the Patent Office may 
|find that it is wholly or partially 
‘defective, they will prescribe lesser 


flicts as possible. But with or 
During 10 months in office, the 

Patent Office’s “new broom” has | 
swept sufficient dust away from | 
the files to reveal that the existing | 
federal registry is so incomplete | 
that it is of little value as a ref- 
erence point. 


Would Purchase a File 


Determined that the Patent 
Office should increase its services 
for trademark users, Mr. Ooms 
wants to build up this file, even | 
if he has to resort to the ex-| 
pensive alternatives of searching | 
out the trademarks in use, or buy- 
ing existing commercial trademark 


libraries. 
Patent Office protection and 
services for trademark owners 


will make a big leap forward if 
Congress finally completes action 
on the Lanham bill now before 
the Senate, the commissioner 
points out. 

Valuable because it straightens 
out existing trademark law, this 
legislation is even more significant 
for the new trademark rights and 
security that it proposes, for under 
the Lanham bill trademarks be- 
come far more of a property right 
than ever before, with registered 
marks becoming incontestable after 


five years. 
Would Extend Trademark Use 
Moreover, the bill empowers 


the Patent Office to register ‘‘cer- | 
tification” and “service”? marks. It 
allows trademark owners to li- 
cense use of their marks to others, 
and to assign the mark without 
sale of the entire business. 
However, since trademarks have 
always rested on the common law | 
and on state law, Mr. Ooms ex- 


Another 


nepLy-O LETTER | 


Success! 


HARPER'S MAGAZINE 
says: 
"Our test was made on five |. 
lists. Each list was divided 
evenly, half on Reply-O Let- 
ter and half on our own two- 
page letter. The copy and 
offer were identical. Reply-O 
Letter gave us 47.6 more.” 


What Are 
Your Needs? 


OUR ANY 


Write to THE 


REPLY-O PRODUCTS CO. 


150 West 22nd Street, New York 11 


STATE OF CONNECTICUT 


Worthwhile No. Receiving No. copies | 
Plants M. & F. of M. & F. 
Rated over $1,000,000 233 233 100% 423 
750,000 to 1,000,000 45 45 100% 77 
500,000 to 750,000 33 33 100% 56 
200,000 to 500,000 78 78 100% 104 
75,000 to 200,000 70 70 100% 77 
Others 230* 267 
Total 459 689 1,004** 
* Mainly the important unrated plants. 
**Tests show each copy of Mill & Factory is read by 5 or 6 plant 
executives. 
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THESE VALUABLE REPORTS 
ABSOLUTELY FREE! 


Test the accuracy of your own prospect 
list by comparing it with these MILL & 
FACTORY Survey Reports! The Con- 
necticut Survey as well as surveys of 
other industrial areas will be gladly sent 
to you. Simply write for your free copies. 
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remedies, such as_ simultaneous 
use in limited territories. 
Registration of “secondary” 

« marks with geographic or 
descriptive meanings will be al- 
lowed. Words like “Ford” or 
“Philadelphia cheese,” never pre- 
viously registerable, would. be- 
come accepted under rules which 
the Patent Office must draw up. 
3 “Certification” marks, such 

» as the Good Housekeeping 
seal or the American Medical As- 
sociation seal would be register- 
able, although under the Senate 
version of the bill they would not 
become incontestable, and they 
would be canceled if the owner 
engaged in manufacturing ac- 
tivities. 

Other Changes in Law 


. Trademarks could be “li- 

« censed” to those producing a 
product under the holder’s super- 
vision, or distributing it under his 
direction. An important shift in 
the legal standing of marks, this 
recognizes that the identity and 
integrity of the product is de- 
cisive, rather than the personal 


identity of the manufacturer. 
Another important new legal 
» concept is the assignment of 
trademarks without sale of the 
entire business. Based again on 
the identity of product rather than 
identity of manufacturer, it en- 
ables a trademark user to split up 
his business by assigning the mark 
for a particular commodity to 
other firms interested in acquiring 
production or territorial rights. 
By establishing a “supple- 
« mental register,’ exporting 
firms can acquire legal title for 
marks not registerable here, but 
registerable in the foreign coun- 
tries where the exporter operates, 
Since most foreign countries re- 
quire that an export mark be reg- 
istered in the nation of origin, 
American firms that were not al- 
lowed to register geographical and 
other marks here had no title to 
enforce in other countries where 
they were doing business. 


Pitfalls Still Abound 


For the most part, procedures 
and remedies are altered only 
slightly, but to a great extent the 


status of federal registration is 
clarified, assuring trademark users 
rights in the entire United States, 
instead of the limited sections 
where they can demonstrate that 
they are operating. 

Advocates of the bill warn that 
while the rights of a trademark 
user are much more certain under 
this legislation, careful advertis- 
ing policies to maintain trademark 
identity will be necessary, for 
trademarks which become general 
terms will still enter the public 
domain. 


Additional Protection Needed 


A thorough document after eight 
years of debate and discussion, the 
Lanham bill may not be the final 
item of trademark legislation, Mr. 
Ooms suggests. In at least one 
way—failure to provide protection 
between the time a trademark is 
conceived, and the time it is used 
—the bill leaves the prospective 
trademark user in danger, he 
points out. 

Additional legal and administra- 
tive protection to cover a firm 
from the time it conceives a prod- 


ie oes abe Rares) 


uct to the time it enters the mar- 
ket may be necessary, he says, if 
reports continue to come in of 
national distributors who reach a 
market only to learn that another 
firm using an identical or similar 
trademark has already preceded 
them, though perhaps only in a 
limited market. 


Pittsburgh Glass 
Develops New Window 


Pittsburgh Plate Glass Company, 
Pittsburgh, has developed a 
double-glazed window insulating 
unit known as Twindow for in- 
dustrial, home, business, commer- 
cial and special use. Twindows, 
which make use of hollow alumi- 
num tubing to separate and hold 
glass plates in position, have in- 
tegral insulating units of two or 
more plates of glass enclosing a 
hermetically sealed air space. 


Dailies Raise Rates 


Effective Oct. 1, the rate for na- 
tional advertising in the Chronicle 
and Daily Star, Halifax, N. S., will 
ae increased from 9 to 11 cents a 
ine. 


MILL AND 


Since the last U. S. Government Census of Manufac- 
turers appeared in 1939, the picture of the industrial 
market has been completely distorted by the war. For 
example, it has been practically impossible to tell the 
number of worthwhile plants in any area or the actual 
number of executives with buying authority. Many 
plants in which the number of employees has increased 
50% and even 100% since 1939, have not necessarily 
increased the number of executives with buying author- 
ity. Since the new Government Census of Manufacturers 
will not be issued before 1948, is there ANY study that 
can be depended on for an accurate picture of today’s 
industrial markets? 


THE ONE DEPENDABLE GUIDE 
TO CURRENT INDUSTRIAL MARKETS 


Fortunately, there is one dependable guide to today’s 
industrial markets— MILL & FACTORY’s Census of 
Manufacturers. MILL & FACTORY on-the-spot surveys 
of industrial establishments are a series of timely, con- 
tinuing studies. These studies, which began with cer- 
tain important industrial areas, have been expanded to 
cover entire states, and ultimately, the entire country. 


WHY MILL & FACTORY CAN MAKE 
THESE AUTHORITATIVE SURVEYS 
MILL & FACTORY is in a unique position to make 


these authoritative surveys of industrial markets. This 
is because of MILL & FACTORY ’s method of distribu- 


FACTORY’S CENSUS OF MANUFACTURERS 
UNIQUE IN PUBLISHING HISTORY 
GIVES YOU VITAL FACTS FOR MORE EFFECTIVE SELLING! 


tion through subscriptions paid for by industrial dis- 
tributors. MILL & FACTORY ’s “circulation staff” is 
the 1,350 salesmen of 133 strategically placed local 
industrial distributors. They “live” in customers’ plants. 
They know of every change in each plant. They know 
exactly who’s who. Their reports give current, vital 
facts on the industrial market of TODAY! 


IS YOUR ADVERTISING DOLLAR SPENT 
ON A HIT OR MISS BASIS? 


The vast changes in industry during the war years con- 
front the advertiser in 1946 with a difficult problem: 
How can the advertiser know whether his message is 
getting complete key-man coverage without his having 
to pay for circulation that includes a lot of deadheads? 


HOW YOU CAN MAKE 
EACH ADVERTISING DOLLAR COUNT 


MILL & FACTORY ’s Census of Manufacturers takes 
guesswork or blue-sky claims out of market potentials. 
The resulting reports are proving valuable to sales and 
marketing executives in evaluating individual markets 
and determining sales quotas. For the same reason, 
advertisers are using MILL & FACTORY ’s circulation 
figures to measure their advertising coverage by reliable 
standards. They know that MILL & FACTORY reaches 
every worthwhile man in every worthwhile plant, while 
“screening out” those readers who, so far as your mes- 
sage is concerned, are of little value. 


Me, Mader ~Fushvon Park tropical mn” 
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hulec tree... when we get enough ... whew 


Ad man: “Why advertise then? What 
om fsayng? Thnow ...” 


Mode 


Store Hours 9 te 6 F Street at Eleventh 


HREM P= + C09 Accent —20-Day or Tri Pay Plan ROMP 
OPENS SERIES—The Mode, men's 


store in Washington, BD. C., is using a 

series of ads in newspapers of the 

capital, handling the serious clothing 
situation with a light touch. 


Nielsen to Display 


Service at ‘Open House’ 


With the Chicago Radio Man- 
agement Club as “the guest,” A. C. 
Nielsen Company, Chicago, will on 
June 10 initiate a series of “NRI 
(Nielsen Radio Index) ‘Open 
House” evening sessions at the 
Nielsen building to demonstrate 
the development of Nielsen Radio 
Index (AA, May 13). Twenty- 
four Nielsen executives will be 
present at each of the meetings to 
display various phases of the serv- 
ice, which, according to the com- 
pany, represent a “complete mar- 
keting research service on the sub- 
ject of radio.” 


Kimbell Succeeds Teel 


Charles R, Kimbell has been ap- 
pointed sales manager of Country 
Gentleman, in Philadelphia, suc- 
ceeding Court Teel, who has re- 
tired after serving for 21 years in 
the advertising department of 
Curtis Publishing Company, pub- 
lisher of the magazine. Mr. Kim- 
bell joined the company in 1932 
and has headed the magazine’s ad- 
vertising sales in the Philadelphia 
branch office. Allen E. Church, 
who joined the sales staff in 1941, 
succeeds Mr. Kimbell. 
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ALFRED G. HILL, Publisher 
Cc. L. EANES, General Manager 
DON MCKAY, Local Advertising Manager 
Nationally Represented by STORY, BROOKS & FINLEY 
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Adman, Educator 
Assails Attacks 


on Advertising 


Dallas, Tex., May 29.—An at- 
tack on the American system of 
advertising by Arch Oboler draws 
a sharp critique in the current 
bulletin of the Southwestern As- 
sociation of Advertising Agencies. 

The bulletin publishes an ex- 
change of letters between Monty 
Mann, media director of Tracy- 
Locke Company, Dallas agency, 
and Dr. Sherman P. Lawton, pro- 
fessor of radio at the University 
of Oklahoma, both critical of 
Oboler. 

Mr. Mann, writing of Oboler’s 
speech at the annual radio con- 


| their 


ference at the university, —in- 
dicated his concern lest student 
hearers of Oboler’s “vicious ac- 
cusations” were left with “doubt 
and misgivings’ about advertis- 


ing. 
“There are others, too,” Mr. 
Mann added, “who constantly 


strive to tear down the structure 
of advertising. There are _ too 
Many venomous textbooks about 
advertising by self-appointed 
critics. These books seem to find 
way into our schools at 
various intervals, while many of 
the truly worth-while books on 
advertising are overlooked or un- 
noticed. . . 


‘Takes Much Razzing’ 


“The advertising business takes 
much razzing. That became evi- 


| dent during the conference to 
'those present who did not already 
‘know it, Someone constantly takes 
good-natured cracks at someone 
else, regardless of whether it be 
media, representative or agency. 
“Sometimes it isn’t good na- 
tured, but usually it is construc- 
tive. But to be labeled as liars, 
cheats and hitch hikers by one 
of a profession whose revenue 
comes largely by the proceeds 
made possible by advertising, is 
too much to take sitting down. If 
the theatrical business were not 
/notorious for its extravagant and 
|'exaggerated publicity, promotion 
/and, yes, advertising, it might be 
‘understandable if not forgiveable.” 
Dr. Lawton, describing himself 
as having been “astonished” by 
Oboler’s speech, assured Mann that 


9 out of IO 


NEW YORK ADULTS RIDE 
THE NEW YORK SUBWAYS 


COVERAGE: 89% of adults ride 


EXPOSURE: 23 minutes per ride 


REPETITION: 26 rides a month 


COLOR: All you want 


... this is subway advertising! 


CAR CARDS + STATION POSTERS 


NYS 


S NEW YORK SUBWAYS Advertising Company, Inc. 


Member of NATA 


630 Fifth Ave., New York 20, N.Y. 


410 N. Michigan Ave., Chicago 11, Ill. 


Oboler did not represent the point 
of view prevailing in the univer- 
sity’s department of radio adver- 
tising and journalism. 

“It is true,’ Dr. Lawton wrote, 
“that there are members of the 
faculty who would agree whole- 
heartedly with what Oboler said. 
They are not, however, associated 
with our end of the work, and are 
relatively uninformed in the field. 
It is always astorfishing that unin- 
formed people have such strong 
attitudes in the field of radio ad- 
vertising, without having fully un- 
derstood the significance of adver- 
tising in American economy. 


Admen Elect James 


Benjamin F. James, president, 
Franklin Printing Company, has 
been elected president of the Poor 
Richard Club of Philadelphia. 
Others elected include: Harry L. 
Hawkins, Evening Bulletin, first 
vice-president; Jerome B. Gray, 
Gray & Rogers, second vice-presi- 
dent; V. Winfield Challenger, N. W. 
Ayer & Son, secretary, and James 
J. B. Spillan, Benjamin Eshleman 


Company, treasurer. 
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Have a mello 


ANELL 


SHARE COPY—S. Frieder & Sons Co., 
Philadelphia, is using a series of 201- 
line ads such as this in 40 newspapers 


of selected markets for Habanello 
cigars. Al Paul Lefton Co. is the 
agency. 


Cincinnati Admen Elect 


_ Karl Finn, director of advertis- 
ing, Cincinnati Times-Star, has 
been elected president of the Ad- 
vertisers’ Club of Cincinnati. 
Others elected include Al Morse, 
director of advertising and sales 
promotion, Goodall Company, vice- 
president; Harry Ewry, account 
executive, J. W. Ford Company, 
secretary, and Cliff Fox, president, 
Fox Sign Company, treasurer. 
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Twelve-Point Plan 
for Premiums Told 
by Duane Jones 


Chicago, May 28.—Twelve points | 
guiding his agency’s selection of | 
premiums for clients were out- | 
lined by Duane Jones, head of | 
Duane Jones Company, New York, 
at a roundtable session at the Pre- | 
mium Exposition here last week. 
His agency, advocating use of pre- 
miums with “salesmanship in 
print,” has in four years increased 
its annual billings from $1,200,000 
to a rate of $12,300,000, he de- 
clared. 

Premium buyers, said Mr. 
Jones, should pay attention to 
these points of measure: Premiums 
should— 

Have glamor and pride of own- 
ership; 

Not be sold in chain stores, or 
be widely sold anywhere; 

Have ear value vs. eye value; 

Have good value to bring good 
will; 

Have reduction price if sold at 
retail; 

Be easy to mail; 

Ride the crest of the wave (be 
timely) ; 

Lend itself to buildup in radio; 

Be offered for a low one-coin 
price; 

Require only one label to be) 
sent; | 
Be familiar merchandise, and 

Have repeat value. 

Mr. Jones enlarged on his points | 
of measure with such examples. 
as the offers of bits of the Blarney 
Stone and the Eisenhower sword, 
a lapel ornament fashioned after 
the sword presented “Ike” by 
London’s Lord Mayor. Brought | 
out at the time General Eisen- 
hower arrived in New York, it 
emphasized timeliness or “riding 


the crest of the wave” and also 


represented the desire for pride) 


of ownership. 


Eye appeal vs. ear appeal, he. 
explained, is the quality of ap-| 


pealing to the eye and arousing 


a natural ear appeal with promo- | 


tion of an “I want one like it’ 


attitude. 
Low Price Necessary 


Emphasizing the necessity for 
premium price being well below 
the normal price of an article, Mr. 
Jones referred to a single offer of 
silk chiffon hosiery which brought 
an unprecedented 800,000 returns 
due to the low price of 25 cents a 
pair. He also pointed out that 
offers which require return of 
more than a single coin fall 
noticeably short of one-coin offers. 

Mr. Jones declared that requests 


| 


| 
| 


| 


for more than one label or box- | 


top defeat the purpose of pre- 
mium users and recommended to 
the buyers that they require only 
one label return for a premium. 


An accepted plan at the Duane. 


Jones Company is to follow a 
three months’ selling 


with a two weeks’ premium offer, 


cm 


. — 


campaign | 


Mr. Jones said. Returns from day- 
time soap operas covering the 
United States average about 273,- 
000 per promotion, he said. Of 
this number about half are old 
customers and of the remaining 
group, about half will remain 
steady customers which, as he de- 
scribed, puts “you in the business 
of selling advertising on mathe- 
matics and arithmetic that pays 
out at the cash till.” 

He pointed out that the theory 
does not apply to all kinds of 
products and mentioned as an ex- 


ception a proprietary account, a 
cold tablet made by a St. Louis 
company. 

“We would never think of using 
premiums on a cold tablet because 
when you’ve got a cold, you want 
to cure your cold and you’re not 
interested in entering a contest, or 
sending for a pair of barbed wire 
suspenders, . .” he said. 

Knowledge of what type of pre- 
mium to use is a vital necessity, 
Mr. Jones pointed out. Drug sun- 
dries may require different types 
of premiums than grocery items, 


he said, Items bought only a few 
times a year do not always readily 
lend themselves to premium use, 
Mr. Jones said. 

He estimated that the Duane 
Jones Company sells from $3,000,- 
000 to $4,000,000 a year in pre- 
miums. 


Shasta Appoints Stewart 


James Z. Stewart, formerly with 
J. Walter Thompson, has been ap- 
pointed sales promotion manager 
of the Shasta Water Company, San 
Francisco. 


Underwood Joins WHOM 
William Underwood, formerly 
with Station WEIM, Fitchburg, 
Mass., has joined the sales staff of 
Station WHOM, New York. 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT* SIGN CO. 


ivision 


Rite on bie 


Artkraft g Corp 
900 Kibby St., Lima, Ohio, U.S.A. 


*Trademarks Reg. U.S. Pot. OF. 
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 Meress Purcunasine Power 


Advertisers in THE CHRISTIAN SCIENCE MONITOR 


quickly find that its readers have complete confi- 


dence in the advertising appearing in its columns. 


Combined with this is exceptional ability to buy. 


Thus the MONITOR continues to sell the goods and 


services of its advertisers in important volume. 


And only through the pages of this great interna- 


tional daily newspaper can an advertiser reach 


this valuable market with full effectiveness. 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 


DETROIT: 3-101 General Motors Building 
MIAMI: 1239 Ingraham Building 
KANSAS CITY: 1002 Walnut Street 


SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 


LONDON, S. W. 


1: Burwood House, Caxton Street 


GENEVA: 16 Rue du Mont Blanc 


SYDNEY: 46 Pitt Street 


One regular MONITOR advertiser has written: “I 
could write a daily testimonial letter, going back 
over thirty years, to the effectiveness of our adver- 
tising in THE CHRISTIAN SCIENCE MONITOR. Your 
readers are most responsive and, judging from 
their letters, intelligent, thorough readers of your 


paper.” Ask our nearest office for information about 


the MONITOR MARKET. 


MONITOR, One, Norway Street, Boston 15, Mass. 


— THE CHRISTIAN SCIENCE 
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The Globe-Democrat’s 
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continuous survey ° 
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of retail grocer sales | 


has made St. Louis | 


Here are the 27 food classifications in 


the Globe-Democrat’s Grocery Audit 


America’s 


Package Laundry Soap 
Bar Laundry Soap ; 
Cake Flour 
Dehydrated Soup — of 
Chili Con Carne No. 1 test market 
Cleansers : ‘ $ 


Water Softeners 


Bleaches Point to St. Louis for test campaigns. This busy midwest pe 
ac 
All Purpose Flour market comes with an accurate yardstick of grocery store activity... " 
( 
Pancake Flour the St. Louis GLope-Democrat Grocery Store Audit. . 
Prepared Flour Mixes 3 
Reporting on 450 products in 27 i i i i 
Toilet Soap porting Pp grocery store classifications, this &- 
Coff remarkable GLOBE-DEMOCRAT survey measures the effects of price, : 
ofjee of 
ackaging, merchandising, brand names and advertising. You k H 
Instant Coffee P ems e» _ a ré 
what you’re doing. You know what your competitors are doing. ne 
Dry Dog Food y 8 y P g tr 
he 
Ready-to-Eat Cereals Whether your product is established or establishing, you need the fr 
sti 
Hot Cereals indicative, revealing information contained in this GLope-Democrat + 7) 
. su 
Shortening Retail Grocer Sales Audit. Write to the St. Louis GLospe-Democrat e 
Margarine— Butter — Lard Dept 100 St. Louis. Mo TI 
. . 9 * 
; t 
Evaporated Milk pr 
ce 
Peanut Butter eh. a * : . = 
er , = 
Baty Food St. Lonis Globe-Democrat | a 
Baby Cereal Food si a si | | 
. £ 
Catsup and Chili Sauce | St 
] am Only the Globe-Democrat claims to 2 
Canned Soup es} vay cover successfully the rich and impor- at 
oe ry Lf, rant market of the 49th State, which on 
includes 87 counties in Eastern ” 


Spiced Luncheon Meat Missouri and Southern Illinois. oh 
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Advertising Age, June 3, 1946 


lhe Pay- OV NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


A good sales letter is like 
a good advertisement—you 
can repeat it again and 
again. 


CAN YOU MAIL THE SAME LETTER 
TO THE SAME NAMES THE 


SECOND TIME? 


Where a letter has pro- 
duced good results on a 
given list, you can come 
right back again within 30 
days with the same letter 
and pull from 50 to 80% of 
what you received on the 
first mailing, provided you 
add a personal touch to the 
second mailing in the form 


Dear Sirs 


TAL MEHOs 
of a reminder that the pros- i: sail 
pect did not answer the first Som erfer %0 
letter. a brand new 


These reminders can be 
worked out in several dif- 
ferent ways. First, you can 
print a memo on a slip and 
tip it on the top of the let- 
ter. The slip should be 
printed or multigraphed on 
a different-colored stock, in 
order to have contrast. 

Another method is to print a facsimile 
of a memorandum in handwriting across 
the top of the letter, or better still, across 
the top of what appears to be a carbon 
copy of the letter sent originally. If a 
carbon copy, the copy of the original 
letter should be on manila stock, or on 
stock usually used for carbon copies. The 
facsimile handwriting looks very effec- 
tive printed in red. 

The reminder memorandum can also 
be typed or multigraphed with fill-in on 
office memorandum paper, and clipped 
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to a carbon copy of the original letter, 
or a processed copy of the original let- 
ter. This memorandum is very effective 
if signed by hand or with a facsimile 
signature to give it a personal appear- 
ance, 

On high units of sale where personal 
letters can be used, several carbon copies 
can be made and used in this way. 

On low-priced units, the most effective 
method is merely to paste a memorandum 
at the top of the letter similar to the 
sample shown. 


You Ought To Kaw « « etyndon Brown 


This is primarily a story about a pro- 
fessor who got out of the classroom, or 
perhaps one who managed to combine 
academic living with the bustle and drive 
of the advertising business. 

In 1927 Lyndon O. 
(for Osmond) Brown 
was. professor of mar- 
keting at the Univer- 
sity of Detroit, direct- 
ing simultaneously the 
city’s Bureau of Busi- 
ness Research. He had 
previously been a 
teacher and _ principal 
of Detroit Lakes, Minn., 
High School. In 1928, 
retaining his post at 
the University of De- 
troit, he became director of research for 
C. C. Winningham, Inc. This pattern of 
holding a teaching position and an active 
marketing job at the same time became 
firmly established. In 1930 he joined the 
staff of Northwestern University, where 
he taught marketing, accumulated his 
master’s and doctor’s degrees, and held 
successive research jobs with Cramer- 
Krasselt Company, Milwaukee, Stack- 
Goble Company, Chicago, and Lord & 
Thomas. 

He stayed at Northwestern from 1930 
to 1944, and eventually became a vice- 
president of Lord & Thomas and its suc- 
cessor, Foote, Cone & Belding. When 
Northwestern was demanding that its 
faculty drop outside connections, it per- 
mitted Brown to continue at Lord & 
Thomas, and the agency’s head, Albert D. 
Lasker, once told Brown it would be a 
mistake to give up his teaching activities. 

In 1943, Dr. Brown joined Paul W. 
Stewart & Associates, and the research 
company assumed its present name, 
Stewart, Brown & Associates. Dapper, 
quick in movement and speech, Brown 
is in direct contrast to Stewart, who won 
a childhood battle over infantile paralysis, 
and still speaks haltingly, slowly and 
carefully. Brown leans hard to the con- 
sumer side, largely because of his ex- 
perience with consumer-conscious agen- 
cies. Stewart has accumulated much ex- 


Lyndon Brown 


perience on the industrial side, during a 
six-year stretch in the Department of 
Commerce, which he left in 1930 as chief 
business specialist. 

Paul Stewart, who could neither walk 
nor talk at nine, was able to get through 
the University of Pittsburgh, where he 
took oral examinations because he wrote 
too slowly. He went from Pitt to the 
Department of Commerce, left in 1930 
to become director of economic research 
for A. O. Smith Corporation in Mil- 
waukee, left in 1933 to join Slocum Hat 
Corporation as a vice-president, and spent 
1934-35 under the Blue Eagle as statisti- 
cian for several NRA code authorities. 
For the next five years he was director 
of research for Anderson, Nichols & As- 
sociates, leaving to form his own com- 
pany in 1940. 

The keynote of Stewart, Brown’s op- 
eration is its contention that each job is 
individual, that each client’s problem dif- 
fers from another’s. As a matter of policy, 
the company provides no syndicated serv- 
ices, nor does the company undertake any 
continuous operation. The trouble with 
repetitive services, the partners think, is 
that they dominate the client’s thinking, 
and that the close continuity of reports 
leads to inaction pending the latest com- 
munique from the research front. 

The company is adverse to discussing 
the favorite subject of any advertising 
research director, “the average cost per 
interview.” Lyndon Brown says there is 
no such thing. The cost per interview 
depends too much on the nature of the 
job, and comparatively little on the num- 
ber of people interviewed. He cites one 
example in which one of the company’s 
senior associates made the interviews, the 
operation cost $6,500, and only 29 inter- 
views were made. 

However, in line with Mr. Stewart’s 
interest in costs and distribution, the 
company has a complicated cost account- 
ing system in which each of the 80 per- 
sons employed by the firm reports his 
time in 15-minute intervals, allocating it 
to specific jobs then under way. Conse- 
quently, the company says each client 
pays his way, that no job in the shop 
carries the expense of any other. Despite 


this close allocation of costs to jobs, the 
company steadfastly refuses to make a 
flat quotation for any research project. 
The nearest thing to it is a cautious esti- 
mate, usually with the reservation of a 
10% ieeway. 

The basic difference between Stewart, 
Brown & Associates and a “survey house,” 
Dr. Brown thinks, is that the company 
doesn’t stop with the field work and 
tabulation. The most “survey houses” at- 
tempt to do is to establish percentages, 
but Stewart, Brown continues to interpret 
percentages, analyzes its findings, and 
recommends intra-company changes to fit 
the pattern of its research. 

The average basic job takes about six 
months to do, and it is not uncommon for 
the research company to spend $5,000 be- 
fore beginning the active field phase of 
a research project. It’s a slow process at 
best, company officials say, pointing out 
that it took nearly a year from the time 
that their research showed it was feasible 
for Kimberly-Clark to move Kotex into 
food stores before napkins appeared in 
groceries. The company’s product studies 
range in cost from $850 to $13,000. The 
company’s field staff is carried in the 
orthodox fashion, and interviewers are 
paid on an hourly basis. Like most re- 
search organizations, the actual number 
of interviewers is a deep, dark secret. 
However, the company has supervisors 
in 135 cities, and is currently planning to 
send out home-office-trained regional 
managers. 

In the list of the company’s clients, in- 
dustrial outfits like American Brake Shoe 
nestle beside consumer-conscious com- 
panies such as the Hat Corporation of 
America. Of the 11 advertising agencies 
handled as clients, five are in the top 


ten agencies in billings, and in media 
its clients range from American Home to 
Fortune, and from Crowell-Collier Pub- 
lishing Company to American Broadcast- 
ing Company. For these accounts, Stew- 
art, Brown handles market research, 
some opinion studies, readership surveys 
and distribution and cost of distribution 
analyses. 

The partners say with pride, looking 
over a list of 60 blue-chip accounts whose 
projects run a bracket of from $50 to 
$50,000, that for the past four years the 
company has not solicited a client. Of 
the company’s business, some 85% comes 
through advertising agencies, but only 
5% is done for advertising agencies. 

In general, they think that the inde- 
pendent research company has certain 
definite advantages: It can speak as an 
expert in marketing councils; its findings 
are likely to be less “suspect” than if 
the studies had been made by an agency, 
which presumably has an axe to grind; 
both client and agency are more likely to 
accept the results of an independent’s 
survey, less likely to question motives 
and interpretation and method. 

Lyndon Brown is 44, three years 
younger than Stewart. Where Stewart 
devotes most of his time to research, and 
a continuing study on distribution for the 
Twentieth Century Fund, Brown is active 
in academic circles, is a trustee of Carl- 
ton College in Minnesota, his own alma 
mater, concentrates on his two children 
and boating. As a marketing expert, he 
thinks his best job was the purchase of 
a 42-year-old house in Bronxville N. Y., 
formerly owned by a recluse. Originally 
solidly opposed by Mrs. Brown, Lyn 
talked her into seeing it his way, and 
now they “wouldn’t move for anything.” 


the Creative Wau Corner 


FIVE-POINT PRAISE 


There are a number of things about 
this Rit advertisement (from the New 
York Times Magazine) that seem to us 
to be worth pointing out. 

One is the bright, active layout. 

Another is the clear opening paragraph 
that announces and guarantees new All- 
Purpose Rit for all fabrics, both natural 
and man-made, and names them without 


a single asterisk to mark an exception. 

Another is the second paragraph—de- 
voted to proving the premise of the first. 

“Many of these materials (that couldn’t 
be dyed before) looked like silk, wool or 
ordinary rayons—but your dress would 
be ruined before you found out that it 
wasn’t dyeable. Now, no matter what 
material you have—All Purpose Rit will 
dye it!” 

That paragraph starts out on the read- 


er’s side and makes its point on the basis 
of the reader’s own experience, than 
which there is no better way. 

We also like the little captions. Don’t 
look now, but this dress will be “date- 
bait” tomorrow. Look what an adorable 
glance-getter came out of a Rit bath of 
color. Youw’ll “dye laughing” with All 
. SO easy ... such fun! 


Purpose Rit .. 
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those lines have 


Somehow, 
right weight. 
Finally, we think it 


just the 


is worth noting 
that the Rit people have managed to 
picture three gals dressed briefly in pants 
and brassieres without making them look 
either entirely sexless or like budding 
call-house candidates. This, in this day 
and age in advertising, is something of 
an achievement, 
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Three Appoint Pershall |Stephens Opens Agency 


J. R. Pershall Company, Chi- J. Alan Stephens, formerly on 
cago, has been appointed to handle | the advertising staff of the Gazette, 
the advertising of Duluth Airlines,| Niagara Falls, N. Y., and before 
Chicago and Duluth; Sterling | that with Norton Advertising Serv- 
Greetings, Inc., Chicago, andj/ice in Niagara Falls, has opened 
Grand Hotel, Mackinac Island,|an advertising agency in the Press 
Mich. | building, Binghamton, N. Y. 


WDAY'S FARM ADVICE 
SHORE PAID OFF! 


Each week WDAY broad- 
casts many special pro- 
grams aimed at helping 
the farmer raise better 
crops. Does this get re- 
sults? Well, here’s what 
the most recent Conlan 
Survey showed: 

STATION B 

GETS 9.5% 
ine. 


WDAY GETS 61.4% 

OF THE AUDIENCE 

IN ITS COVERAGE 
AREA 


STATION C 
GETS 7.2% 
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Four A’s Group 
Given Report on 
Ad Copy Testing 


Los Angeles, May 28.—Daily 
newspapers offer advertisers the 
quickest, 
testing advertising copy ideas, 
Tom Dillon, copy chief of Batten, 
Barton, Durstine & Osborn, em- 
|phasized at the regional conven- 
‘tion of the Four A’s held at the 
| Biltmore Hotel here May 23. 
| Reporting on results of a sur- 
| vey of 75 daily papers, Mr. Dillon 
/said the findings proved not only 
|a great testimonial to public in- 
terest in this medium, but should 
be an incentive to advertisers to 
take advantage of the good read- 
ership techniques that were un- 
covered. He mentioned the suc- 
cessful use of business reply cards, 
hidden discounts in copy, coupon 
offers and free booklet offers as 
a few of the copy testing methods 
used. 

The need for better understand- 


most effective way of | 


ing of production problems among 
advertising agencies was pointed 
up by Ward Ritchie, production 
chief of Foote, Cone & Belding, 
who described how some of these 
problems are being tackled by a 
Production Managers Society 
which meets each month to com- 
pare notes, sources of supply, etc. 
Through this program it is planned 
to advance to a high standard the 
quality of production personnel 
| working with Los Angeles agen- 
| cles. 

Discussing the plans of outdoor 
advertising in Southern California, 
Howard McKay, Foster & Kleiser, 
predicted that availability of space 
in 1947 will be a major problem, 
along with increased prices of 
painted boards and 24-sheet post- 
ers because of higher costs of 
materials and higher rentals. 

Addressing the convention at its 
annual banquet, Glenn E. Carter, 
assistant vice-president and di- 
rector of public relations, Bank of 
America, painted a bright picture 
of future California commerce and 
industry “when the log jam of 
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materials shortages is broken.” 
“We are now entering the Pacific 
era,” he declared. “Population and 
industry are shifting to the West, 
and the Los Angeles area is secur- 
ing the major share of this growth. 
With untold resources and millions 
of people, this area can be de- 
veloped into one with the greatest 
mass purchasing power in his- 
tory.” 

Wayne Tiss, in charge of BBDO’s 
Hollywood office and chairman 
of the Southern California chap- 
ter of the Four A’s, served as 
chairman of the fifth annual “Con- 
vention-in-Miniature.” 


Form Penn College Net 


Four Pennsylvania college radio 
stations have formed the Middle 
Atlantic network of the Intercol- 
legiate Broadcasting System. The 
stations are WBMC, Bryn Mawr 
College; WHAV, Haverford Col- 
lege; WSRN, Swathmore College, 
and WXPN, University of Penn- 
sylvania. WPEN, Evening Bulle- 
tin station in Philadelphia, as- 
sumed the expense of line installa- 
tion to form the network. 
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ive-minute news programs — every hour on 
the half-hour— keep thousands of alert 
listeners tuned to WHDH. 


A complete WHDH news writing and reporting 
staff has, in addition, the full facilities of the 
great Boston Herald and Traveler organiza- 
tion — providing the most comprehensive news 
I coverage of any New England station. Buy 
time now while select spots are available. 
X Plenty of power — 5,000 watts — and a clear 
channel at 850—to take your message to 
\ alert New Englanders. 
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Retail and Other 
Departmentals 
Well Attended 


Milwaukee, May 29.— Depart- 
ment store ad budgets will be un- 
der the greatest strain in history 
within the next few years as ad- 
vertisers attempt to make effective 
use of the many new media now 
in the development stage, Law- 
rence B. Sizer, sales promotion 
manager of Marshall Field & Co., 
told the retail advertising depart- 
mental of the Advertising Federa- 
tion of America here this week. 

He pointed out that local ad- 
vertising rates are likely to go up, 
that newspaper color is sure to 
become more common, that FM 
will mean more use of radio, and 
that “television is sure to be the 
most important single develop- 
ment in retail sales promotion.” 

In another talk at the well-at- 
tended retail sessions, which were 
conducted by Clyde Bedell, Wil- 
liam T. White, advertising man- 
ager, Wieboldt Stores, Chicago, 
asserted that ad budgets of retail- 
ers will probably be expanded 
somewhat, declaring that “we 


must spend on the potential rather 
than the current sales volume,” | 
and that ad appropriations ough. 
to be adequate to do a job, rather | 
than a fixed percentage of sales. | 


Other Departmentals 


At an afternoon session John M. 
McElroy, Readable News Reports, 
discussed his organization’s activ- 
ity in evaluating the readability 
of prose, and described his work 
with newspapers, and Mr. Bedell | 
outlined steps to be followed in 
selecting and training retail ad-| 
vertising personnel. | 

Other departmentals were held | 
by the National Association of. 
Transportation Advertising, at} 
which findings of the car card | 
studies were shown, and the tech- 
niques used explained by Alfred | 
Politz, head of Alfred Politz Re- 
search Organization; by direct | 
mail users, at which problems of | 
supply and technique were the. 
principal points of discussion; and | 
by outdoor advertising interests, 
at which speakers included Burr 
L. Robbins, General Outdoor Ad- 
vertising Company; M. B. Ken- 
drick, Outdoor Advertising Incor- 
porated, and J. E. McCarthy, dean 
of the school of commerce, Uni- 
versity of Notre Dame. 


Ragnow Appointed V.P. 


August C. Ragnow, account ex- 
ecutive and recently acting head 
of the Minneapolis office of Camp- 
bell-Mithun, has been promoted 
to vice-president of the agency. 
He will make his headquarters in 
the Chicago office to supervise 
service for clients in that area. 


Magazine Boosts Rates | 


| 
Effective with the July issue, 
when its size will be increased to 
9x12 inches, Interiors, New York, 
will increase rates. The basic page 
rate will go from $230 to $275. 


PEACE-TIME 


- OIL BOONS | 


WHEN our Air Forces asked for 100-octane 
gas, no one thought it could be produced 


in adequate quantity. What was needed 


most was equipment. To the everlasting 
ke credit of manufacturers, the impossible was 
accomplished and two significant peace- 


time boons resulted: 

(1) A higher standard of gas for your 

Ww car; (2) A 83 billions equipment-want to 
bring all refining processes up to the new 
standard. The detailed facts will be sup- 


plied by our nearest representative. 


PETROLEUM REFINER 
yews New York Cleveland 
Chicago _— Tulsa Los Angeles 


Butler to McGraw-Hill 


G. Vincent Butler, formerly as- 
sistant eastern advertising man- 
ager of Norte, has been appointed 
advertising manager of McGraw- 
Hill Digest, new international in- 
dustrial magazine. 


Balderston Promoted 


William Balderston, for two 
years vice-president in charge of 
operations for the Philco Corpo- 
ration, Philadelphia, has been 
elected executive vice-president 
of the company. 


Drivers End Strike 
in Philadelphia 


Philadelphia, May 30.—The 15- 
day newspaper truck drivers’ strike 
here ended today after ‘an all-night 
session between representatives of 
the publishers and local teamsters 
union. In the new two-year con- 
tract, drivers will get the wage 
increase initially offered by pub- 
_lishers of the city’s three strike- 
bound newspapers, the Evening 


Bulletin, Philadelphia Inquirer and 
Record. 

Under the new contract weekly 
wages of Inquirer and Record 
night drivers are boosted from $46 
to $52.50 while Bulletin drivers’ 
earnings rise from $42.50 to $50. 
On March 2, 1947, all drivers will 
receive an additional $3.50 a week 
increase. 


Penny Heads Club 


A. B. Penny, assistant adver- 
tising manager of Humble Oil & 


Refining Company, has_ been 
elected president of the Houston 
Advertising Association. W. H. 
Tipton, account executive of 
Franke, Wilkinson, Schiwetz, Inc., 


| has been elected vice-president in 


charge of programs, and King H. 
Robinson, public relations director 
of Station KTRH, has also been 
elected a vice-president. 


Leon Agency Moves 


S. R. Leon Company, New York 
agency, has moved to larger space 
at 1 Madison Ave. 


skills that go into glass containers made by Owens- 
Illinois. It represents the “know-how” of the 21,000 
people who make up the Owens-Illinois personnel, 
gained by experience and by constant scientific investi- 


: _— * 
gation conducted in one of America’s most completely e ® 


The Duraglas technique is a combination of all the 


his is \Oledo 


-home of OWENS-ILLINOIS GLASS COMPANY 


MAKERS oF Ssunagas containers 


equipped research laboratories, such as. the Toledo 


laboratory pictured above. 


"and this is the TOLEDO BLADE 


...a combination of all the skills and long experience of an 
organization devoted for many years to a single purpose. That 
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munity which 
worthy of being 


Great Newspapers.” 


purpose has always been to produce a news- 
paper serving to the fullest extent the needs 
of the alert, ambitious and responsive com- 


is Toledo...a paper fully 
called, “One of America’s 
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Luckmanfo Head 


Lever as Countway — 


| 
| 
| 
| 
| 
| 


Refires on July! 


| 
(Continued from Page 1) 

the company’s “firm belief” in. 
radio advertising (AA, May 27). | 

Four agencies are now handling | 
various parts of the Lever account 
—Young & Rubicam for Swan 
soap, J. Walter Thompson Com- 
pany for Lux, Ruthrauff & Ryan 


for Lifebuoy and Rinso, and Foote, | 
Cone & Belding directing the | 


Pepsodent line. The company 
withdrew Vimms, a multi-vitamin 
which had been handled by JWT, 
from the market April 1. 

The careers of Mr. Luckman 
and his predecessor, Mr. Count- 
way, are remarkably similar in 


chitecture at the University of | 
Illinois, where he worked his way | 
through college in aé_ clothing. 
store and graduated first in his) 
class. Two days before graduation | 
in 1931 he married Harriet Mc- | 
Elroy, a fellow student. He found | 
a poor market for architects in| 
that depression year, so took a 
“temporary job” as a soap sales-| 
man for Colgate-Palmolive-Peet. | 


Promotions Come Quickly 


He began then what has char-_| 
acterized his business career ever 
since—a succession of rapid and 
spectacular promotions combined 
with the development of a super- 
salesmanship and a selling philos- 
ophy built not around loading up 
the retailer’s shelves, but on help- 
ing the retailer sell to the cus- 
tomer. He became state sales 
manager for C-P-P in Wisconsin, 
then district head of a six-state 
district. 

In 1935, at a time when the 


many respects. 
Mr. Luckman was born in 
Kansas City, Mo., and studied ar- 


company was faced with a national 
| boycott by druggists because Pep- 
'sodent had become a football in 


Charles Luckman 


cut-price wars, he became sales 
promotion manager. Company 
policy was drastically revised, the 
entire merchandising and selling 
set-up overhauled, and a rigid 
price-maintenance policy insti- 
tuted. For a time, Pepsodent sales 
dwindled almost to the vanishing 
point, but an aggressive advertis- 
ing and promotion policy—in the 
drafting of which Mr. Luckman 
played an important role—pulled 


For more sales power... 


Outdoor Life 


Piret chotce of discriminating sportimen 
THE MOST POWERFUL MAGAZINE ...IN A 4 BILLION DOLLAR MARKET 


| (1938), 


sales up until now it is one of 
three leaders in the field. 
Named President in ’43 


During this time Mr. Luckman 
rose from sales manager to vice- 


/president in charge of sales, to 
| vice-president in charge of sales 


and’ advertising (1937), to vice- 
president and general manager 
to executive vice-presy- 
dent (1941), to president (1943). 
When Pepsodent was absorbed by 
Lever Brothers in 1944, becoming 
part of the giant British Unilever 
combine, Chuck lLuckman _ re- 
mained as president of the Pep- 
sodent division. 

Within Lever Brothers, the Pep- 
sodent division—which Mr. Luck- 
man heads until July 1—took 
over all the company’s operations 
in the drug field, including dis- 
tribution of soap products, the ill- 
fated Vimms and Lifebuoy shav- 
ing cream. In December he moved 
into the newly created post of ex- 
ecutive vice-president of Lever 
Brothers and retained his title as 
president of the Pepsodent divi- 
sion, while Henry F. Woulfe be- 
came vice-president and general 
manager as well as_ operating 
head. 

Mr. Luckman has had an active 
interest in the development of the 
company’s entertainment talent, 
which now includes eight shows 
with a total Hooperating of 140— 
the equivalent of reaching every 
radio-owning home in America 
1.25 times a week. Through the 
years, he and Pepsodent have been 
happily linked to Bob Hope, who 


|had had an indifferent success in 


‘radio until 1938 when Pepsodent 


became his first radio sponsor. 
Mr. Luckman, incidentally, was 
active in varsity debating and 
dramatics in college. 

Mr. Countway, too, started as a 


'soap salesman. He joined Curtis 


Davis Company, Boston soap 
plant which in 1897 became the 
Lever “Boston Works” after its 
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acquisition by William Lever, 
founder of the Unilever empire, on 
condition that he be made a sales- 
man. By 1913, when he was 29, 
he was made president of Lever 
Brothers. His ability as an ad- 
vertiser and merchandiser is 
credited with the largest role in 
building Lever Brothers’ sales 
position in this country. He is 
held personally responsible for 
concocting the “body odor” theme 
which boomed Lifebuoy, and his 
company was among the first to 
use product and market research 
on a broad scale. 


95% of Urban Homes 
Own Radios, BMB Finds 


Broadcast Measurement Bureau, 
in a breakdown of figures issued 
earlier on the increase of home 
radio ownership in the U. S. (AA, 
May 27), reports that 95.2% of 
U. S. urban families own radios, 
compared with 87.4% of rural non- 
farm (village) families and 76.2% 
of rural farm families. The totals 
estimated are: 22,597,000 of the 
23,748,999 urban families; 6,586,000 
of the 7,533,000 rural non-farm 
families, and 4,815,000 of the 6,- 
319,000 rural farm families. 

Massachusetts and New York 
are tied for density of urban ra- 
dio families at 98.2%, the survey 
finds, while Connecticut leads in 
density of village radio ownership 
with 97.1%. New Jersey tops all 
states in the farm classification 
with 93.5% radio ownership. 


Seiberling Boosts Recap 


Fully cognizant that there still 
are not enough tires to supply the 
demand, Seiberling Rubber Com- 
pany, Akron, is maintaining na- 
tional color copy pushing recapped 
tires serviced by Seiberling’s 
Thermo Weld method used by 
Seiberling dealers. Latest copy to 
appear will be in June 8 Collier’s. 
Four-color, full-page copy ran in 
the May 4 Saturday Evening Post 
boosting the process and promis- 
ing new tires as soon as possible. 


down. 


and cream. 


of Michigan. 
Put the 


4 BSSSSSSSSE  coeoe 


We've never known a cow to have a nervous break- 


From our observations, all a cow does is go out in the 
field, pick her grass, chew her cud and produce milk 


Which is somewhat like the non-metropolitan market 


Michigan League of Home Dailies 


to work for you and you have easy going. 


These home-read family papers will take your adver- 
tising message into nearly 100% of the homes in their 
territories where it will be read by all members of the 
family to produce sales for your products. 


For full information on your oppor- 
tunities in the Michigan Non-Metro- 
politan market, contact 


SCHEERER & CO. 


35 E. Wacker Drive, Chicago 1 
441 Lexington Ave., New York 17 
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LIGHT UP MEETING—Mrs. Bj Kidd 

(left), who spoke at the women's ad- 

club brunch in connection with the 

AFA convention in Milwaukee, discusses 

the meeting with Mrs. Dorothy Sev- 

edge, president, Women's Advertising 
Club of Milwaukee. 


Jo Snapp Award 
Won by Mrs. Kidd; 
Others Honored 


(Picture on Page 4) 


Milwaukee, May 17.—Mrs. Bj 
Kidd, associate copy director of 
N. W. Ayer & Son, today re- 
ceived the coveted Josephine Snapp 
Award given annually by the 
Women’s Advertising Club of Chi- 
cago to honor the outstanding con- 
tribution to advertising by a wom- 
an during the preceding year. 

Presentation was made at the 
general sessions luncheon of the 
Advertising Federation of Amer- 
ica, holding its 42nd convention 
at the Schroeder Hotel. Elon Bor- 
ton, AFA president and general 
manager, presented a sterling sil- 
ver vase, emblematic of the award, 
to Mrs. Kidd. She is originator 
of the famous “Never Underesti- 
mate the Power of a Woman” 
series, and author of the book, 
“Just Like A Woman,” now in its 
third edition. 

Four honor awards went to 
Margaret Egan, advertising man- 
ager, Marshall Field & Co., Chi- 
cago, for humanizing institutional 
copy; Annia K. Hart, key copy- 
writer for home furnishings, Sears, 
Roebuck & Co., Chicago; Edythe 
Fern Melrose, author-emcee of 
“Charm Kitchen,” WXYZ, Detroit; 
and Marie Margaret Winthrop, 
president, Tech ADagency, Detroit 
agency employing only women and 
specializing on technical and in- 
dustrial accounts. 


AWARDS MADE BY 
ST. LOUIS ADWOMEN 


St. Louis, Mo., May 28.—First 
prize in the second annual Erma 
Proetz Award contest sponsored 
by the Women’s Advertising Club 
of St. Louis was awarded last 
week to Mrs. Elizabeth Eyerly, 
vice-president, Botsford, Constan- 
tine & Gardner, New York. She 
won’ $200 and a certificate of 
merit for her creative copy for 
Jantzen Knitting Mills. 

Mrs. Annia K. Hart, Sears, Roe- 
buck & Co. home _ furnishings 
copywriter, won second prize of 
$100 and a certificate of merit. 

Three were awarded honorable 
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mention, including Margaret 
Macy, New York; Helen G. 
Weiser, Milwaukee, and Ruth 
Brown Reed, St. Louis. Awards 
were made at a dinner held May 
23 at the Jefferson Hotel. 

In connection with the annual 
award dinner, a three-day ex- 
hibit of St. Louis-created adver- 
tising, with more than 200 ex- 
hibits, was presented. Three $50 
awards went to St. Louis Station 
KMOxX for a direct mail campaign; 
John A. Robinson & Associates, 
St. Louis, for artwork for Western 
Cartridge Company and Southern 
Comfort, and to Huffman Adver- 
tising Company for outdoor ad- 
vertising prepared for Henry Har- 
tenbach Rug Company’s cleaning 
service. 


RCA Offers Self-Service 


RCA Victor’s tube and equip- 
ment department, Camden, has 
inaugurated a “store planning 
service” to provide RCA tube and 


parts distributors with display fix- 
tures designed for self-service 
merchandising. 


Old-timers at AFA 


Form Own Group 


Milwaukee, May 29.—Old-tim- 
ers in advertising, both men and 
women, were so enthusiastic over 
the dinner which they attended 
last night as a feature of the AFA 
convention that they voted to form 
a permanent organization, and a 
committee was appointed to work 
out the details. 

W. Frank McClure, Smith, Ben- 
son & McClure, Chicago agency, 
was chairman of the dinner. At- 
tendance was surprisingly large, 
and reminiscences of old-timers 
present went back all the way to 
1890, although having been in the 
business for 24 years was the min- 
imum requirement for attendance. 


Breaks Tube Copy 
in 1000 Newspapers 


U. S. Rubber Company last 
week broke copy in more than 
1,000 newspapers announcing its 
Butyl Tube, which it says is 
tough, retains air longer, and col- 
lapses more slowly when punc- 
tured. 

Also on the media list were 
Collier’s, Country Gentleman, Life, 
The Saturday Evening Post and 
Time for full-page, two-color 
copy. Farm papers scheduled were 
Capper’s Weekly, Farm Journal, 
Hoard’s Dairyman, Pacific North- 
west Farm Trio, Pacific Rural 
Press, Poultry Journal, Progressive 
Farmer and Successful Farming. 


Lurie, Carson to MBS; 
Net Promotes Coulter 


Walter Lurie, at various times 
in radio work for Foote, Cone & 
Belding, Biow Company and 
Blaine-Thompson Company, has 
joined the Mutual Broadcasting 


75 


System as executive producer. He 
will create new shows for the net 
and survey the field for program 
ideas. 

Harold Coulter, formerly audi- 
ence promotion manager of the 
Mutual Broadcasting System, has 
been named assistant director of 
advertising, sales promotion and 
research, succeeding Peter Zan- 
phir, who has resigned. Mr. 
Coulter is a former promotion 
manager of Station KYW, Phila- 
delphia, and Station KKRC, Cin- 
cinnati. Tom Carson, chief time 
buyer for Pedlar & Ryan before 
entering the Army three years 
ago, has joined the MBS sales 
promotion department. 


Ad Rates Increased 


Power Plant Engineering, Chi- 
cago, will increase its advertising 
rates on all new contracts signed 
on or after July 1, 1946. The basic 
page rate will go from $230 to 
$300. New contracts between now 
and that date can specify present 
rates through December, 1946. 


Let’s 


° pacak 


study 


reader of The ROTARIAN 


1. He is one of the thought-leaders and buy- 
ing-leaders of his town. Reach him and you 


reach the town. 


2. He is not a passive member of Rotary. Only 
active members are retained. 


3. His enthusiasm for Rotary includes enthu- 
siasm for The Rotarian. He pays his subscrip- 
tion when he pays his dues. 


4. He is not self chosen for membership in 
Rotary. He is invited to join by a hard-boiled 
membership committee, which knows the town 
and ITS LEADERS. 


5. He is, you might say, elected to readership 
of The Rotarian. But he stays a reader of his 


own volition. 


6. His average personal income is over $7000— 


a darned good income in the average Rotary 


town. 


7. There are more than 200,000 of him— 
67,700 of whom are corporate officers — 43,200 
of whom own businesses — 34,200 of whom are 
managers — 156,500 of whom are employers — 
33,500 of whom are leading professional men. 


8. More than 154,000 own their own homes— 
34 of which are valued at over $10,000. 


9. He owns, in the aggregate, 224,000 personal 
cars; his firm operates 495,000 business cars and 


600,000 trucks. 


10. Some 14,100 are on school boards, 17,900 
on hospital boards, 13,500 on city councils, 


74,350 on church boards. 


11. He gets his Rotariari magazine at home. 
12. Only about 3 of his number are reached by 
other leading business executive magazines. 


Reach this man and you reach his town. 
Reach him and you reach America. 


Leadorchilo readorchile 
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Newsprint Use 
Cut Further as 
Result of Strike 


Dallas, May 29.—West Coast and 
southwestern newspapers kept on 
worrying this week as their news- 
print reserves dwindled, with little 
hope that they can go back to 
full issues soon even if the British 
Columbia loggers’ strike ends this 
month (AA, May 27). 

Some Texas dailies, having al- 
ready cut down their pages, re- 
duced display and classified ad- 
vertising or eliminated editions, 
said this week they may be forced 
later to cut out all advertising. 
Many continue to operate by vir- 
tue of aid from other newspapers 
supplied by Texas 
sources. 

The Powell River Paper Com- 


‘= British Columbia, supplies about | pers. 
of the newsprint used in ald, which does not use Powell 


40% 


In Dallas, the Times Her- 


|Texas and a great deal of that| River paper, also is cooperating 


|used by West Coast newspapers. 


‘by refusing to accept more ads 


It warned clients, when the strike than usual, to aid the Dallas News, 
'began May 15, to conserve sup-| which has had to cut its ad volume 


{plies to the utmost. Should the 
| logging strike continue, other 
| British Columbia mills will be un- 
able to continue to operate after 
mid-June, for lack of pulp wood. 
This would affect many more 
newspapers, particularly in the 
West and Rocky Mountain states. 


Calls Crisis National 


With newsprint moving chiefly 
by ships, the situation can be- 
come far more critical—and for 
far more publishers—if the CIO 
Maritime Union’s strike set for 
June 15 materializes. 

Among papers hardest hit are the 


‘Tulsa World and Tribune, Waco | 
|News-Tribune and Times-Herald 
and Houston Chronicle, which 
have cut out all display ads. 

newsprint | 


| reliant on Powell River newsprint, | newsprint manufacturers who are 
/has curtailed its space 25% to help seeking decontrol of their product. 


The Houston Post, although not 


/nearly in half. 

The Fort Worth Star-Telegram, 
‘Beaumont Enterprise and Journal 
and others have put in 50% ad 
and page reductions; the Colorado 
\Springs Gazette - Telegraph, Los 
Angeles News and others have 
eliminated some editions, and 
other papers have adopted vary- 
ing measures to conserve news- 
print. 

The Des Moines Register and 
Tribune, caught by the strike with 
only eight days’ supply, is run- 
ning no ads from Tuesday through 
Thursday this week to catch up 
on newsprint supply. 


OPA MAY REMOVE 
NEWSPRINT CONTROLS 

| Washington, May 29.—The OPA 
| prepared to meet Tuesday with 


‘from newsprint was submitted a 
few days ago following a vote by 
the manufacturers, at their indus- 
try advisory committee meeting, 
to recommend that OPA reestab- 
lish a free market. 

Further discussion of the case 
for decontrol, or demands for an 
additional newsprint price _ in- 
crease, are expected to come up at 
the Tuesday session. 

Officials say that there have 
been no discussions of decontrol 
of book paper, although produc- 
tion in March and April has ex- 
ceeded 161,000 tons each month, 
compared with 116,000 tons in 
April, 1945. Production of pulp 
and paper in April generally main- 
|tained the record levels of March, 
the Census Bureau reported today, 
but there were no predictions for 
May, when strikes, coal shortages, 
and vacations cut into operations. 


| 


Ivey Moves Offices 


Offices of Neal D. Ivey Com- 
/pany, Philadelphia agency, have 
been moved to the Architects 


pany, with vast newsprint mills | the Chronicle and other Texas pa-!Argument for lifting the ceiling! building, 17th and Sansom Sts. 


THIS IS NEW YORK 


3 miles of white sand, 78 acres of concrete parking space, 


cafes, res 
sports 


facilities, 


taurants, swimming pools, a 
bathhouses for 


huge marine stadium, 
15,000 bathers, 


a_ mile- 


long boardwalk .. . that's Jones Beach, New York's fabulous 
15 million dollar seaside playground. Linked to the main- 
land by 32 miles of parkways, man-made Jones Beach, once 
just a long sand bar, now draws 4 million visitors a year. 
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Papers, Salesmen, 
Admen, Others Hit 
by No-Run Strike 


Chicago, May 28.—Operating on 
short newsprint rations, many 
newspapers drastically cut down 
the size of their editions during 
the weekend because of the two- 
day railroad strike. The short 
strike forced other publishers to 
ship magazines and newspapers 
by first-class mail, and in nu- 
merous cases ad plates were 
shipped by air instead of rail. 

Meanwhile, not a few stranded 
advertising, sales and media ex- 
ecutives wished they, too, could 
travel by mail. The strike came 
just at the ending of the annual 
meeting of the National Federa- 
tion of Sales Executives, and 450 
were left temporarily without 
transportation home. A few paid 
high prices over the weekend for 
cab rides as far as Detroit and 
Cleveland. 

About 25% of those attending 
the Associated Business Papers’ 
annual meeting last week were 
marooned in the luxurious Home- 
stead hotel in Hot Springs, Va., 
most of the others having driven 
their own cars to the meeting. 
Several publishers left Hot Springs 
Saturday only after sending for 
automobiles from points as far 
away as Chicago and Toronto. 


Speakers Absent 


Several scheduled speakers 
failed to arrive in Pittsburgh for 
the annual convention of the In- 
ternational Affiliation of Sales and 
Advertising Clubs, although at- 
tendance held up well and little 
delay was experienced in obtain- 
ing transportation after the strike 
ended Saturday. 

The National Publishers Asso- 
| ciation ran planes west from New 
| York, Philadelphia and Detroit to 
Chicago daily to ship advertising 
| plates to Chicago publishers. 
| The three St. Louis papers—the 
|Globe - Democrat, Post - Dispatch 
{and Star-Times—eliminated all 
except news, obituaries and classi- 
| fied ads during the strike, but are 
/now on full schedule again. The 
| Pittsburgh Post-Gazette and Press, 
Birmingham Age-Herald, Los An- 
|geles Times and papers in some 
|other cities also drastically re- 
'duced their number of pages and 
pesrggh- nrg space. The strike did 
i'not affect Chicago or New York 
/newspapers, and others rode out 
| the strike without trouble in most 
large and small cities. 


| Petrillo Defies Lea 
Act, Calls WAAF Strike 


Challenging validity of the Lea 
|Act, or so-called ‘“anti-Petrillo” 
law, James C. Petrillo, president, 
|AFL American Federation of 
| Musicians, ordered a strike Tues- 
|day against Station WAAF, Chi- 
| cago, because the station refused 
'to double its staff of three phono- 
| graph record librarians. 

Calling the case “of tremendous 
| public importance,” J. Albert Woll, 

United States district attorney, 
-immediately launched an investi- 
gation. The bill carries penalties 
'up to one year imprisonment, 
| $1,000 fine, or both, for compelling 
/or attempting to compel broad- 
| casters to hire more employes than 
they want. 


PARDON US 


Some New Customers 
Are Waiting For You 
if your business is in something 
to eat or drink 

. . . or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invita- 
tion to buy.” For the Negro looks 
to his race press with confidence 
and loyalty. Your advertising in 
these papers can win the response 
and regular patronage of this 7 bil- 
lion dollar market. Get the facts on 
some of the success stories built by 
advertising in this live field. Drop 
a letter or post card today to 


Interstate United Newspapers, Inc. 
545 FIFTH AVENUE, NEW YORK 
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‘Love Dat Book’ 
Spots to Hypo 
‘Hucksters’’ Sale 


(Continued from Page 1) 
lin Spier, Inc. 

“Un-Um! Love Dat Book!” de- 
clares the singing plug, taking 
its cue from the “Beautee Soap” 
commercial in “The Hucksters.” 
The agency said the transcribed 
spot may be placed on stations 
throughout the country “if the 
response is good enough.” 

Text of the singing commercial 
includes: 

“Freddie Wakeman who wrote 

‘Shore Leave’ 

Has another book today; 
Advertising folks should read it, 

Learn what Wakeman has to 

say. 

“Un-Um! Love Dat Book! 
talking about ‘The Hucksters’— 
that new novel by Frederick 
Wakeman that is just about the 
creamiest, crunchiest literary dish 
ever served between the covers 
of a book. 

“Yes, folks, read ‘The Huck- 
sters,’ and no matter what ails 
you, you'll feel better instantly. 
‘The Hucksters’ is all about the 
radio business and about all those 
bright people who entertain you 
from dawn to dark and from dark 
to dawn—or do they? 

“Un-Um! Love Dat Book! 

“Every listener should read it, 

“Learn what Wakeman has to 
say. 

“Ask your bookseller today for 


I’m 


12 Researchers 
to Aid CAB Hunt 
for ‘Ideal’ Ratings 


(Continued from Page 1) 
Nemours; F. P. Reynolds Jr., 
Geyer, Cornell & Newell, and 
Thomas J. MacGowan, Firestone 
Tire & Rubber Company. 

Additional researchers are be- 
ing invited to serve on the com- 
mittee, which will meet here at 
“an early date,’ Mr. Duffy said. 

The CAB board chairman ex- 
plained that the project is being 
undertaken “because the industry 
in general had indicated its need 
and desire for such a study and 
because CAB members had voted 
recently for improved research.” 
He said the “ultimate goal’? would 
be to devise techniques “which, if 
properly developed, would pro- 
vide the ideal rating service.” 


Such a service, Mr. Duffy con- 
tinued, might incorporate specifi- 
cations outlined in the report 
made in March by a special CAB 
committee. That report stated that 
an ideal program rating service 
should provide measurements 
which can be projected, which 
cover all broadcasts of a program, 
which are speedy—with ratings 
available within a few days after 
each broadcast—and which yield 
consistent and unmistakable 
trends. 


Buys Video Time 

A. E. Rittenhouse Company, 
Honeoye Falls, N. Y., maker of 
electric door chimes, has bought 
a 15-minute television show to be 
presented weekly for four weeks, 
starting June 6, over WABD, Du- 
Mont’s video outlet for ABC in 
New York. The _ show, called 
“Chime Time,” will feature vocal- 
ist Jean Tighe. Donovan & Thomas, 
New York, is the agency. 


‘Kaiser Special’ 
Coming Ahead of 
Four-Wheel Drive 


Detroit, May 29.—Kaiser-Frazer 
advertisement announcing “the 
new Kaiser Special,” a conven- 
tional rear-wheel-drive automo- 
bile, splashed the pages of news- 
papers this week. 

At the same time, Joseph W. 
Frazer, chairman and president of 
Graham-Paige Motors Corpora- 
tion, told stockholders at the com- 
pany’s annual meeting that the 
new 1947 Frazer will start moving 
to distributors and dealers in June. 
Orders for the Frazer, he said, 
total 271,000, four times as many 
as the company has delivered in 
any single year. 

Kaiser-Frazer Corporation said 
that it was scheduling volume out- 
put this summer for the Kaiser 
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Special, which “is on the assem- 
bly lines at Willow Run now.” 


‘Has Everything You Expect’ 


“This new 1947 motor car has 
everything you expect in styling, 
comfort, roominess, roadability 
and performance,” says the Kaiser- 
Frazer ad. “Best of all, this car 
will soon be in the showrooms of 
our more than 4,000 dealers.” To 
provide “vitally needed” steel for 
the Kaiser Special, says the ad, 
excess ingot production from the 
Kaiser Fontana steel plant is now 
being shipped and will be used to 
roll sheets in midwestern plants 
having excess rolling capacity. 

The Kaiser Special precedes the 
front-wheel-drive Kaiser, which 
will go into production later, ac- 
cording to the ad, which reports 
that the Special is “the result of 
months of advanced engineering, 
modern production planning and 
exhaustive tests.” 


that mild, mellow, chocolate-coated | 
bombshell, ‘The Hucksters.’ It’s 
the Book - of - the - Month Club | 
choice for June and published by | 
Rinehart & Co., who are paying) 


through the nose for this com-| @ 


mercial. Aren’t they foolish!” 


Charm School on Air 


John Robert Powers’ ‘Charm 
School of the Air’ will make its 
bow today (June 3) as an across- 
the-board ABC co-op program. 
The show also is heard five times 
weekly over Station WJZ, New 
York, under participating sponsor- 
ship. The net program will con- 
centrate on charm, style and 
beauty tips for women. 


R&R Gets Beech Aircraft 


Beech Aircraft Corporation, 
Wichita, has appointed Ruthrauff 
& Ryan, Chicago, to handle adver- 
tising of Beech’s four postwar air- 
plane models. 


Navy Recalls Eddy 


W. C. Eddy, director of tele- 
vision station WBKB, operated by 
Balaban & Katz, Chicago, has been 
recalled by the Navy for tem- 
porary duty as civilian consultant 
in connection with rebuilding the 
Naval electronics television pro- 
gram. 


Van Kennen Appointed 


J. F. Van Kennen has been 
named assistant general sales 
manager of the aluminum divi- 
sion of the Reynolds Metals Com- 
pany, with headquarters in Chi- 
cago. He was formerly manager 
of Reynolds’ central aluminum di- 
vision in Chicago. 
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the NASHVILLE market 


Nashville's 5 million dollar chemical industry is a leader among the many long-estab- 
lished industries in this area . . . With products valued at over 85 million dollars 
yearly, Nashville factories give steady employment to thousands and make a stable 
buying market for your quality product. Even before the war, one million people in 
this area spent over 356 million dollars annually in retail stores . . . This rich market 
will be opened to you with a sales message broadcast by WSIX. 
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WSIX gives you all three: Market, Coverage, Economy! 
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There are 207 more 


stoppers like these in the June issue of FORTUNE 
—all of them best sellers, headlining the best-read 


; ads in U. S. business today. A recent survey 
ms I 

= discloses that 75.3% of the Management Men 
a | 

“ who read FORTUNE open each new issue in 


either front or back advertising sections— that 


\ 
94.7% of FORTUNE’s 210,000 sub- 


- scribers regularly read the ads 
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Waite targetting 
iat sock a ened idea... 


MEMORIAL—This Ohio Oil Co. ad, 
prepared by Stockton-West-Burkhart, 
Cincinnati, appeared in 91 newspapers 
of its territory just before Memorial 


STORE-NEWSPAPER TIE-IN—Public Service Co. of Northern Illinois is tying . 

in window displays with its current newspaper ads. Enlarged artwork and a 

simplified version of ad copy is placed in windows at the same time ads appear 

in local newspapers (see insert). Left to right are E. R. Mitchell, supervisor of 

window displays, Public Service Co.; Kenneth Olson, Chicago designer, and! 
William E. Sproat, art director, J. R. Pershall Co. (Story on Page 56.) 


ADVERTISING TORCH—Elon Borton, president, Joe Dawson, retiring board 

chairman, and Less Hafemeister, general convention chairman, look up at one 

of the two huge gas torches signifying truth in advertising which burned beside 

the speakers’ table at all Advertising Federation of America sessions in Milwau- 
kee last week. (Milwaukee Journal photo.) 
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CARNIVAL—Libbey Glass Co. is start- 
ing promotion of six new Safedge 
tumbler patterns with this four-color 
page in the June 10 issue of Life, fea- 
turing Carnival.’ (Story on Page 59.) 


HAT GIRL—This 1946 Ambassador is appearing on outdoor posters throughout 
the country for Ambassador wines, marketed by Fruit Industries. The poster 
was lithographed by Gugler, and Davis & Beaven, Los Angeles, handles the 
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FOR THE 'CHAMP'—These features 

are included in the special Father's 

Day sales promotion package being vention were (from left) Lillian Jackman, vice-president of the Advertising 

distributed for local dealer use by La Women of New York; Edith Hawk, president of the Philadelphia Club of Adver- 

Salle Hat Co., New York. McCann- _ tising Women; Norrie Passino, president of the Women's Advertising Club of . 
Erickson is the agency. St. Louis, and Helen Cornelius, secretary, AFA, New York. 
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"FANTASTIQUE'— This advertisement, illustrated by Julio de Diego to interpret INTERNATIONAL NICKEL AT CLEVELAND SHOW—One of ihe exhibits at the foundry show, held at Cleveland's Public Au- 
Berlioz's Symphonie Fantastique, is one of the magazine color pages scheduled — ditorium May 6-10, was this International Nickel display designed to portray the use of nickel alloy castings in indust Ap. 
by Farnsworth Television & Radio Corp. through N. W. Ayer & Son. plications were presented in 2,800 square feet of blueprint photo murals flanking a heroic statue of a foundry w 


Ra 5 te pers to Cae 
| 79 pie 
ey! 

en 
Be 
Via . a ; ee, aa ies a ie ’ . aoe oe ere Bo ee Zia 
im iy - ly, a = et die? oiaciel ‘ ee eee “ae Se oe : i 7 
- ah & oe ; . an] i . - > ‘ , a ine a eli ‘ eae ees, ee eee Bs S See 
4 4 ———— : 1) ; Aa me Ye ee i 5 ae 4255 ie — Bs. 
. Fae 7 ; wee we ge ‘ae ‘ To 0Ulté<“‘ tC 
: eae : he c ‘, i oe os s nae ‘ ——~ i a = lc 
— if - S J : : : FF i : a ii ev) & " ee a — |  ###k«@ +. ; 
ak : Aah Soe © 84 pe bs ii 2 igh a “ ma uF a Re ies ac Se a ake ce Soe eS fe. LS i : 
7, i wie, | ° ‘ Ss Leg 3 oe gas Pee Bo # ar cot eae ee an ME an as: a = w 3 oS 7 S 
- " Te Pe p . at ot j Pe ey : i. i a e oD a é hae ae as hd a 4 ae $i * 4 ; — yy : ; 
ae Pe ae Res 0 L P ce a L eee j wed ee ee oe OY 
Ny a ie ; Es oni alls # aa ae oes a ene RES See 7 — fe eet 
se | + i aa ¢ . kee os ae be ey Lp 3 o 4 ms ie : 
Sgt ee  - et re agate ut xX « SOG aie er 8 2 Eee : Sita ee 
ae Ge a % e we : Saad SP 2 ey ae i 53 B38 PS SS Sb $ 
7 i. oe i es 3 4 | 7 : oe Age a: AF hoax aa | i ey 7) 
j ee Ti / & ce a Ch eee n ae & ve 5 f. faasee een . 5 Sees ai 2 errs : hese ES aS 
‘ oer oe \ / — Ae # " = om . wa = a 2 ms ¢ i emt +o -— ¢ oe ? a + 4 ‘ 4 as a. t - | \ 
Pie... 2 , — 3 i — gee ; — or thas : L a — <oss 
ee ee av, | ; i! fi BS Se fi =. —4 fo eae - a . a ¥ \ — 
ee ae Rte 7 oS : ss at ae ree : 4 Sc Se aces a we a On eee : " te a? re aaa +) " ‘k Sg Pe : 4 
at ¢ a 3 s, , er | - his Ba 
~ all 7 Jae ———— Sl ay (= r 
Fees i fs — Pe poe — Re ee Se vide meer Be. eat Pr a ‘ee on 4 ny d 4 ee 
: 2a 4 ae ‘ ‘ rien Bae mee nae Soteaig reese eo ge ee eo eS sae “a Betas +* .. 2 See 
' i Hows es i | ey ciate , 1 am ges oS = ee rot Sa cu pete eet , 4 a : Wi = % PR . \ 
| of : , oe Cl tl as one epee og oo ‘ yt : 
i i i Re a ee ag dane ne RO ene ee pete: rh, _— a q \ eB. —— 
i = | a ay. ee : ‘ Ss 8 eae 
: f ; ees ” eo we eo egal ie ‘ {MU HMDS ROK CMMORND © Creencnsy HE Persewnm vate tnee Qa ro ent ae er ae fi ne 3 3 a ‘ 9 t : % ni 
ee a diene inaeaiaiaiais. ae be See 2 wy * ‘A ee 
ee eg ee ee ee Se. | : Li —. ey ih a 
sceiliiriniepchisinseibi hat heen Mc ee Rit Ree rigs Cae Cae et ae aie eee gO eck hee acl i Pe Shas ee BAT: =_ 
= SSaeSr ee a es i ci ae ee ee. oki kw 
eenee oer cees /AOrKeD mr MenrMCeR mae Bee aes ee ens ny Pee alee Vee ts I sb. al pe fice ang ea 4 Sid one aes ease me = Rah * eae = 
? 7 : Day. . a Ba - ee co a ae 
en ft geeee — aire ay 4 
P * Se Se OSE am a , Ege AM e. i aaa : 
3 ee Ge ho ® eae me ee ae 
; eS ei, ae Ses 4 » ie 4 ae 
fi eS ° ee 
| - 7 eet Mi 0) 
. H * : F vy = ae 
: * eee a p, + j us P “2 Se 
Ay Cinens ae . a ee 
7" Ms woo ee nk es ¢ ; —o ‘, 
| Ss —s (i gpk: oka ere ee ee ‘ ao 
af 4 : = oo Bi 
- : 4 Z : és Pees | a : q ae 
| es ra 2 : ae i ee ; : nance 7 ill toe 
; es fe en IM ~ : 7 a lal be 
cae Dy tit op 2° Sr ~ ° ie © bhi s co BP “i 
| = ie of mn \y By, } off 132°. 
i By sig z a : a rane 7? ee é f 7 
pe oa 7 MS Ese ® : 
} KBSi9 GERI 4 E ss aad aren —— [ere taka tahenva ton a 
SHERRY 2 wil staat me 
Sess wad 4 ies ia ‘ Ba ili 
; Busy IRDUSTRIES LTD > SHH SRRNCESCO ont “ iia =e = A aa J ee a i hp So gee a : Wages 
la z ei, % ee Bg Bist 8 % oe ea: = y # . 7 > ss ae “ 3 } 4 q oer 
- ‘te ) Be par ee elle ee 
Fe ee ee ce : Syste on eaten at RI dey seas 
eee, ee : ah j : . { Be eS al ii re 
ye ——<— =e te She fo es ee: ale : 
ee ti, P ‘si. saga ee ee ig ame) ‘- 24 : ew a F 
ee me fo 7 a ae ee tae 2 ® ; tees j Ps je ales: 
ee # Be on $3 Mie abe ee ee Ce es Bk ee a alee 
be as De  . F -_— << «ff \ Se ed ioe 
, Bs: ie We gy ee. ; os 2. if ig : r _ 
>". ie tia. wae | 
onyx ma D (eg Se CON ed — - 
a " Sacchi Wee ays Oo = a a 8 & ” Y 5” : NS Roe wS5 ; : 
ae nm Me. lly a, | nn 4 8 I le 
paps an : Shaye Ti ic ee se ee ee (4 Bag eee ; 
fi yO” EE: a - oy se Sees. eee e 9 : Re cs Stag i " 
(ame j ; # ee ke, % 3 ay d i, 8 i eee J rs 
| CEES © , a Se a i” eee ee it 
ct oyten tt Bat a ‘ave mo a CHAMP ws ~~s.¥ oe. > ] cS * _ a _. ety 
satrames o the pam vers Distinction Po $e pay sc 2 . ae PaaH es) Page = ¢ 
Sele baraibore cates. (Cogncbvese seta | nse rane es baie 2 ; oe ® 3 a ee Bape 
a LA ; : SS Bi? 
é: Beye ei toa ay a gi. #. ‘ me = rhe! $i 2 
si eee ol j , a ae yoy a ' — 3 eas ® ae a ae Bes 
———— eel —_- Ch a at oe tee : 
= “ a pi eo ae Be Sa ks = es 8 a wR aa re. * bait are. es ror - . 
> ¥i i hg Pees rae on . a oa wee ty 7 wa ae a 
Deh aa a z ie. ii ‘ ft oY 
| — er ae ee See: | eee” « ee oP ree 
J +e ae Soa a i a ‘ ; aS se as eee a * ra é , ‘neal : 3 
| i: ne” 2) oe eee ¥ 
' a é er cg og Seen oa 4 PY ‘ate 3 : 
a pee [ 8) fae GS e% 
' -— og a aes 2 za ae. un * le GN ef 
‘ ie wn eae ea eee ok GS. ees, Ieee, ba. 
_ a Be Ps i a. oa oe a E* 
eel he vente ie amet Seen as 4 ‘ a og 4 Ga js 
{ y oe Z eae i a Fis aed ee. 4 : e ES: my i ? KA wim is, * 
eg ci | gat a 4... Wen , ea me ee " l 4 ' ceo 4 - : am ee e - sit a” we oe ga = 
oe eo aR be a eae : Pe. a a ae #7 ek res as . H 4 & >, oe 4 . : \f {| ‘ ’ es Ae  <—<—_——_* ie a i pe —_ sa ‘ pie 
ee ee vee MS a em : . ay git Al eee | 7 ee cae 
ate ee Eel Ee 7 . Pormic 8 Late a SIL VM > au = af i 
re. Si aad i ee oe So ees sae se Pa : Me URIBE Cp a? f f - og eos af 4 sae a 4 Worle arte 
ik eae Pepe eee ee Re ers a F, eee ee ee ? 5 i 24 y pes ; .~ ~ i % ’ er 4 ‘ ; P f A se te 
} et ee o saa ae in bbe z ie" oe 5 mud oe uf Era 8 ‘e f ae “if te, ey ne i uy fact ij * } . P — ae a -— ;_ ais i 
eS Lee ees ae ie a 3) ip [4 By se Ty Ane i. tate 
: pe en co hd . ——_ ee 4 Be ; Ni A Sites ; al i Mia! 
ae iat ae . er Ory Pera 3. Ur en ” a ; ' iy “2g | r a : 4 Ai An Ck F a * Sr 
S oe... al ae ree . ee 8 ty ae ‘@ anit deh 7 a / fh PN Wea 
' age Ye ied — =o Oe ) : s | forts: os te we P Thi, 
gr a Ee ae oy cs a 2 ar Fig S, Ps Fs ~ y - — j S f ; wee 
gE) SE Me) ee oe yy ieee SI 
ara 5 ° ee *x La r| ; iA ALS ia I] ’ a i : i 
es Wy , ey WO uid iar; ; * aos Fin ™ gi. 2 
hy ¥”, me = e “ TY ” * At Nees 
‘ ¥, eee us 7 | le ‘ ay Hy “Gap iy 5 
. ,i-=.. fi a o : a | gg i ‘ 
ae | 94, 15 +) = aC By! oP: } 
' fit bs fi he f y a ; ty) S hs 
a = =—— . 9 , dy d 
= a a: ga ELS | a ALLOVERSY Te Yj 4 a + , ’ ' uf) 
ak aaa Retin 5 pet : a { POE Ay ° ; 
sad 5 Gaeer . . 3 i <_< 4a . ; MES SOIMiga 4 ¢. 
’ rhs , omy GAAS) y : | 
% e t¥, Se “a cee ies 
mi ¢ i ' | er eA) 2 i 
—s KM Eee, EN ee Ms 
4 i. s 2 ‘ i ~ “j. & . a 1 = 
a eas ae J eee eae gs : , a 5 as 4 ees 3 i ae ee ‘ 7 
5 - a a. ee a ‘ et : Si ve ie. ae * > is . oe 5 


and at the drafting board—and a new 


product is born. 


Woman, as purchasing agent for the 
home, appraises that product. As she 
accepts it, it becomes established in the 


home —its use develops into a family 


~habit—and the success of the product 


is assured. 


How important it is to reach the mind 


of woman through the kind of magazine 


which serves her specialized interests in 
everything that affects her home, her fam- 


ily and herself! 


McCall’s— Trusted Guide 
in 3,500,000 Homes 


Continuous research in the actual homes 
of readers gives McCall’s editors a unique 
insight into the way women think. That is 
why McCall’s speaks so understandingly 
to women about the things they need, and 


want, and hope for. That is why, for 


Painted for McCall’s by Roy Spreter 


SHE makes tt a family habit 


Man plans—he works in the laboratory 


women in more than 3.500.000 homes. 
McCall’s is more than a source of enter- 
tainment and information — it is a maga- 
zine they really live by. A potent medium, 
indeed, for moving new ideas. new prod- 


ucts, into women’s minds. 
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